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That's a good straight- 
forward ad. The detail is 
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@ MILLVILLE is a town of 15.9% 
southern New Jersey. The local utili 
privately owned and serves 4415 
in the town and in a surrounding are 
45 miles. 

“We are a small utility’, D. & 
Hufsey. told us, “but we do our shay 
buying. Just now, for example, we 
building a new substation trans 
ring from overhead to underground 
and other projects are under way 
takes plenty of equipment. And per 
because we are located a little of 
beaten track, good advertising is pan 
larly helpful to us.” . 

“It is hard for me to say exactly y 
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How Graton & Knight Speeded Up 


@ NINE CHANCES out of ten the 
first reactions these days to any manu- 
facturer’s program called “Speed for 
1940” 


are closely akin to Defense 


Preparedness. Actually, we antici- 
pated no such tie-in when the program 
was in the making some fourteen or 
fifteen months ago. As a matter of 
fact, we have had reason to regret the 
connection—especially when the rush 
of business has resulted in a delayed 
de! very. 

Graton & Knight’s 
1940” plan is directed toward a much 


“Speed for 


longer range objective. It is essen- 
tially the beginning of its efforts to 
strenghten and build effective distribu- 
of its products through mill sup- 


) nouses. 


here is a definite reason for at- 
ng the word “speed” to the name. 


a 


As will be pointed out in greater de- 
tail, the plan itself includes much ma- 
terial designed to make products such 
as ‘eather belting and textile leathers 


and quicker for the distributor 
ll. All of the material is the net 
resuit of efforts to simplify engineer- 
ne information, facilitate selection of 
the right product, make available easy 


a 


Sales in 1940 


By EDWIN L. MORRIS 


Sales Promotion Manager, Graton & 
Knight Company, Worcester, Mass. 


reference price information, and indi- 


cate our distributor connections in 
mailings and space advertising. Inso- 
far as this material places the distribu- 
tor salesman in a more favorable posi- 
tion before the buyer, we believe it 
adds up to speed in selling. 

Divorced from the program name 


itself, the word—speed—also signifies 
the part the advertising material 
played in putting the company’s new 
mill supply house distribution policy 
into effective operation. For this rea- 
son, any general contribution to the 
field of marketing which the “Speed 
for 1940” plan may offer seems to be 
in its close coérdination of advertising 
with the selling job. 

In brief, our selling job amounted 
to placing before distributors and 


salesmen a statement of the company 


@ THOSE WHO are interested in knowing how successful sales 
programs are planned, introduced, and carried out will find a 
great wealth of practical suggestions in this account of Graton 
& Knight's ‘Speed for 1940” sales program which had a definite 
objective based on market and marketing research. Prominent 
in the results achieved was an increase in sales of ten per cent 
for sixty per cent of its distributors, an increase of forty per cent 
or better for about a third of them, and the addition of ten new 


year. 


| 

| 

top grade distributors, all during the first seven months of this | 
Here’s evidence of what can be acomplished with a | 


planned sales program, backed up with effective sales promo- 


tion and advertising. 
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A few pages from the sales presentation used to sell Graton & Knight distributors on the 
Speed for 1940" sales program. These pages analyzed the markets to be covered, the 
publications which would carry the advertising, and gave a seasonal buying guide of 
the industries which could be followed by distributors for their direct mail follow-up. 
The presentation won an award in the American Management Association competition 


sales policy in its entirety so that no 
doubts or questions would remain. It 
involved lining up a few new distribu 
tors and strengthening present distrib 
utors. It required retraining salesmen 
who had devoted most of their mature 
life to selling the consumer direct. 
And, above all, its success depended on 
1 common will and determination 
throughout the selling organization to 
put a shoulder to the wheel and mak. 
the plan work. 

Through a visual presentation book, 
a promotional piece in itself, the ad 
vertising material was used in getting 
the new selling plan under way. The 
book included the necessary statement 
ot policy and offered salesmen some- 
thing tangible with which to work in 
lining up new distributors and build 
ing present distributors. It gave them 
something to get their teeth into in 
learning a new game, which in turn 
tended to give them greater confidence 
and better morale. While the adver- 
tising pieces themselves had to be ef 
fective to be of value, and it is grati- 
fying that they received three awards 
and much favorable comment from 
the advertising fraternity, their real 
merit should be measured by the re- 
sults of the entire sales program; they 


are an essential part of it. 


Extensive Surveys Made 

Graton & Knight’s new sales pro 
gram, launched last January, is based 
primarily on extensive field survey 
work which covered consumers, dis 
tributors, and company salesmen. In 
the consumer and distributor groups, 
interviews were selected so that com 
petitor as well as company accounts 


would be ta rly represented. The sur- 


14 


veys covered all sections of the coun- 
try except the west coast, and all in- 
dustries served by the company, with 
the number of interviews apportioned 
according to the relative importance 
of each section and industry. With 
help from the outside, the interview- 
ing was done from a wide-open, ob- 
jective point of view. It amounted to 
taking stock and collecting facts on 
the company’s entire distribution set- 
up, from products and plans to pro- 
motion. Discounting the time spent 
in preparing for the surveys, about 
two and a half months were consumed 
just gathering facts. 

Inasmuch as these surveys are a 
story in themselves, we will consider 
just a few of the essential facts which 


were disclosed. 


The Consumer Survey 
In the consumer survey, three facts 


predominated: 





1. Consumer buying habits favor 
mill supply house distribution of belr- 
ing and allied power transmiss 
products. While some exceptions were 
found in large metropolitan cent 
in general this conclusion was clearly 
established. Furthermore, with the 
probable shifts and trends in demand, 
it appeared that the supply house 
would be even more important to the 
company in the future. The well 
worn idea that supply house salesmen 
are order takers was partially borne 
out, but the survey also showed that 
the distributors’ local connections and 
service facilities have a very strong 
effect on consumers’ selection of their 
belting supplier. 

2. It was found that knowledge cf 
engineering does not play a vital role 
in selling belting, and that trouble- 
some transmission problems are not the 
rule. For this reason, we concluded 
that strictly engineering selling is not 
necessary. 

3. It was clear that consumers dif- 
fer in their opinion of what qualities 
they desire in belting. Some can be 
classified as commodity buyers, while 
others stress various combinations of 
performance characteristics. These 
opinions formed a pattern, however, 
when considered by industries and di- 
visions of industries. This information 
has proved of great value in reviewing 
our line as well as in selecting adver 


tising and selling appeals. 


The Distributor Survey 

Three facts also stand out from the 
distributor interviews. 

1. Mill supply houses are interested 
in selling belting and allied products, 
provided the margin permits them a 
profit and is comparable to that for 


Graton & Knight catalogs feature the distributor's name on the front cover. Each product 
listed in the catalog is discussed under these headings: Select It For; It Will Give You; !t 
Has; Because It Is; Sizes Available, thus giving complete buying information. Each catalog 
also contains complete engineering data and suggestions for getting utmost product service 


ROUND BELTING 
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similar lines. Much detailed informa- 
tion was gathered on the question of 
an adequate margin of profit, and 
later we checked our conclusions with 
reliable studies of operating costs of 
mill supply houses, classified by size, 
type and location. 

2. The survey brought out the gen- 
erally known fact that distributors 
carry so many items that they tend to 
ignore those which are the most difh- 
cult to sell and carry the least profit. 
It was also found, however, that the 
more aggressive manufacturers are ob- 
taining a relatively large share of their 
distributors’ selling time by carefully 
selecting material they furnish and by 
constantly and thoroughly educating 
distributors’ men in their line. Those 
manufacturers who are lax in this 
work are not obtaining effective co- 
éperation even though their products 
may have a good margin and a ready 
market. 

This finding is in accord with the 
following opinion stated by E. D. 
Sperry, general manager, H. B. Sher- 
man Manufacturing Company, in the 
October, 1940, issue of the “Official 
Bulletin of the American Supply & 
Machinery Manufacturers’ Associa- 
tion.” Mr. Sperry said: “During this 
coming year, our own program of ad- 
vertising and sales promotional work 
plans specifically to help the distribu- 
tor and will be greater than ever be- 
fore, and we feel that so far as our 
own line is concerned that this pro- 
gram will increase the jobber’s profits, 
stimulate his turnover, and encourage 
him to push our goods, more than 
would be the case if we allowed him 
a longer profit.” 

\s the importance of aggressive 
promotion became increasingly appar- 
ent in the survey, information was col- 
lected on the type of catalogs, price 
sheets, advertising material, and sales 
meetings distributors considered most 
satistactory. This information has 
proved useful. 

3. We found that top grade distrib- 


utors prefer to purchase stocks of 
items in which they are interested 
rather than deal in consignments. It 


was also clear that the aggressive 
manutacturers doing an effective job 
through mill supply houses were sel- 


don onsigning stocks, and the man- 
ufacturers who did consign were get- 
ting less codperation. 


The Salesmen’s Survey 
Interviews with salesmen confirmed 
for the most part, facts revealed in 


BERE'S THE AMAZING 


answer TO TOUR 
ouesTions shes! 


Lowet Beltiss Costs 


RAION AViblll (OMPA\) & 


Publication advertising, direct mail follow-up from 
organ directed to the distributor salesmen have all 
"Speed for 1940" sales program a success. Getting 


the consumer and distributor surveys. 
As in the distributor survey, it was 
found that a sound supply house dis- 
tribution plan must include effective 
promotional material. If, for no oth- 
er reason, it was needed in furthering 
a salesmen’s retraining program. Al- 
though the great majority of the men 
were enthusiastic over the possibilities 
of mill supply house distribution, some 
of them were reluctant to adopt it 
for such understandable, underlying 
reasons as: 

1. Habits formed over a period of 
years of selling the consumer direct. 

2. Buying habits of some consum- 
ers in large metropolitan centers. 

3. Lack of home office help in the 
past in obtaining distributor coépera- 
tion. 

4. Some price and compensation 
complications. 

In the final analysis, a policy of 
gradually developing supply house dis- 
tribution, with no attempt to change 
over areas where the buying habits are 
adverse, not only agreed with the sur- 
vey findings, but also the opinion of 
the mature, experienced men who 


make up the company’s sales force. 


Eight-Point Sales Program 


A. Lawrence Lowell, President 


Emeritus of Harvard University, 


INDUSTRIAL MARKETING, December, !940 


= 
= Ao Crh hehe she rey 


NEW ROUND 





once said: “Defining the problem is 
ninety percent of determining the so- 
lution.” Similarly, Gaton & Knight’s 
sales program was practically self-evi- 
dent once the survey facts were digest- 
ed. Although the amount of work in- 
volved in preparing for the “launch- 
ing” should not be belittled, what to 
do was readily apparent. 

To carry out the new policy, we 
devised an eight-point plan with each 
of the points having a direct bearing 
on making it attractive and easy for 
the distributor to sell Graton & 
Knight products successfully. The fol- 
lowing are some of the highlights of 
these points: 

1. Votume: The entire Graton & 
Knight line was reviewed in the light 
of survey findings, and as a result, 
products were tuned more closely to 
consumer desires. We pointed out that 
this would enable the distributor to 
meet a wider range of customer re- 
quirements which, in itself, would be 
conducive to a larger volume of busi- 
ness. 

2. MARGIN OF Prorirt: Dealer dis- 
count and resale price schedules were 
established which would meet require- 
ments of distributors and place them 
in a competitive position. The sched- 
ule also provided for definite distribu- 

(Continued on Page 74) 


15 


® SRAKNICHT Lire 






































































BELT NOW REapy 


distributors, catalogs, envelope enclosures, and « house 
played an effective part in making Graton & Knight's 
distributor codperation always is a road to bigger sales 

















Al New Standard for Entertainment 
at Conmuentions 


White Motor’s novelty screen test at trucking meet 
proves promotional value of genuine entertainment 


@ WHAT TO DO in way of enter- 
tainment of customers and prospects 
at a trade convention usually is a 
problem and from experience it seems 
that it generally ends up with some 
liquid refreshments in a “room up- 
stairs.” There is, however, a sincere 
desire to avoid this bromide, and grad- 
ually the trend is advancing toward 
forms of entertainment which actu 
lly entertain and result in good fel- 
lowship and closer acquaintanceship. 

An example of the new mode was 
that used by The White Motor Com- 
pany at the American Trucking As- 
sociation convention held in Los An- 
geles last month. The company trans- 
formed its rooms on the fourth floor 
of the Biltmore Hotel into a typical 
movie studio and greeted the conven- 
tionites in a dignified way. At the 
same time it provided an entertaining 
surprise which proved the hit of the 
convention. [hat surprise was a 
screen test 1 test conducted with 
klieg lights, cameras and beautiful 
girls according to the best traditions 
of movieland. Glamour was definitely 
WW rapped up in every shot. 

While the novelty of White’s offer- 
ing astonished the visitors, it did not 
come entirely unannounced. In fact, 
the company mailed out a special in- 
Vitation to every member of the 
American Trucking Association ten 
days prior to the convention. That 
invitation was a folder in the form of 
a miniature newspaper and was labelled 
“The Hollywood A. T. A. Convention 
Reporter.” The front page was in 
true press form with every item di- 
rected to the convention and the big 


screen test which awaited members 
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upon their visit to the White Truck 
headquarters rooms. “Hollywood Tal- 
ent Scouts Plan Royal Welcome,” said 
the headlines. “Smile Wins A. T. A. 
Member Million Dollar Contract,” and 
“Film Capital Prepares for All-Star 
A. T. A. Convention,” ran the titles 
of the two leading articles. Boxed 
prominently in the center of the page 
was a direct message which said, “Your 
Screen Test Is Scheduled as Follows— 
Time: Nov. 10th to 14th; Place: Hotel 
Biltmore White Truck Headquarters: 
All You Have to Do Is Act Natural.” 

The inside of the folder offered a 
blue sky with many stars and a big 
klieg light shining on a message by 
J. N. Bauman, White vice-president 
and sales manager, extending a per- 
sonal invitation to the screen test. 
The light itself was labelled “White 
Super Power,” and in large type above 
were the words, “Brightest Klieg Light 
in Hollywood.” Enclosed with the 
folder was a reply card on which the 
recipient could indicate if he was go- 
ing to be at the convention, if he 
wanted a screen test, and, if unable 
to be present, if he wanted the next 
issue of “The Hollywood A. T. A. 
Convention Reporter.” 

This preliminary piece was the only 
indication of what A. T. A. men 
might expect at the White headquar- 
ters rooms. The reception they re- 
ceived was far beyond expectations. 

The film test studio was made up 
with all the atmosphere you would ex- 
pect in a true Hollywood set-up. There 
were, for instance, several doors lead- 
ing to special areas and over each was 
a typical sign indicating its nature. 


The messages which greeted the en- 








trant were “Dressing Room,” “Make- 
up Room,” “Stage Number One, 
Quiet Please,” and ‘Film Production, 
Do Not Enter.” 
in the proper mood of expectation. 


All this put visitors 


As a background for actual opera- 
tions, the studio was equipped with 
four full-size drops showing White 
Super Power trucks standing in the 
tropical scenery of sunny California. 
These were blow-ups of actual pho- 
tographs arranged for by George H. 
Scragg, director of advertising and 
sales promotion. Both front and side 
views were provided so that ever) 
screen test entrant would have a 
He also had 


a choice of blonde or brunette with 


choice of background. 


which to make his klieg light debut. 
In providing them, Mr. Scragg engaged 
three bathing beauties which were 
posed and photographed in various 
standing and sitting positions. These 
pictures were also blown up to lite 
size, cut out and backed with plywood 
so that they could be moved about 
and set up at will. Klieg lights and 
cameras completed the studio set-up. 

When convention attendants ar- 
rived at White headquarters they were 
asked to sign a card bearing an identi- 
fying number and a release for pub- 


lication. They then selected theif 
backdrop and the lady of their choice, 
for the screen test. At this point 4 


number corresponding to the ird 
number was hung over the lice 
the White Super Power in the back- 


ground picture. Thus, when the pic- 
ture was finished, White officials could 
readily identify it from the fi urd, 
on which the name, address, an rte 


number of the participant was ted. 
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[The picture technique was quite 


The plywood-backed pho- 


tographic figures were moved into po- 


amazing. 


sition and the screen test clients ex- 
tended an arm quite amorously about 
the form of the chosen model. Klieg 
lights then blazed and cameras clicked. 

Where front view backdrops were 
selected, the cut-out models were 
placed in seated position on fenders or 
in standing position up front, all very 
informally. The fact that some of 
the models had their heads turned in 
partial silhouette made it possible to 
pose them looking smilingly into the 
eyes of the A. T. A. men. The result 
was decidedly satisfactory. 

The side view truck drops were so 
designed that a man might sit behind 
the cab and grasp the wheel. The 
model was placed on the other side, 
apparently in the driver’s seat. One- 
arm driving tactics did the rest. 

Full-size professional camera equip- 
ment was used, taking pictures 5x7 
as well as in post card size. The 
photos were finished right away and 
a few hours later the screen test sub- 
jects received a 5x7 photo handsomely 
mounted as a souvenir. Each entrant 
also received four post cards of him- 
self in the close company of those 
Hollywood glamour girls. These were 
delivered so that he could send them 
the home 
ofice, to relatives or friends. Many 
A. T. A. members who dispatched post 


cards to their wives back home were 


back to the associates at 


careful to add an explanatory post- 
script, so realistic did the girls look 
with hubby. Where the cards were 
mailed to home office executives, they 
furnished another White contact with 
On the back of each card 
in script were the words, “Having a 
swell time at White Truck Headquar- 
ters at the A. T. A. Convention, Los 
Angeles.” 


that hirm. 


The novel screen tests furnished a 
lot of fun and some very striking 
poses. At the close of each day se- 


lected photos were tacked up on a 
Special bulletin board in the Hotel 
Biltmore lobby where all could enjoy 
the unusual gallery. 

Popularity of the screen test studio 
Was demonstrated by the fact that 
1,100 conventionites presented them- 
elves for pictures. And people every- 
where were talking about the novel 


White attraction. 

A real competition was staged in 
fonnection with the screen test to de- 
tern the most photogenic person 





Here is what Mamma saw when Daddy sent home his screen test photograph taken at 
White Motor Company's reception at the American Trucking Association convention 
but she had a good laugh, too, when she learned that the glamorous stars were only photos 


Through special 


arrangement a jury was selected by 


at the convention. 


Paramount Pictures to pick the win- 
ner. They scanned the 1,100 entries 
and narrowed the field down to four. 
At that point Hollywood’s most pho- 
togenic star, Ellen Drew, star of “Buck 
Benny Rides Again,” “A Date With 
Destiny,” and other recent Paramount 
hits, was called in to make the final 
decision. 
disputable champion Jimmy Johnson, 
vice-president, Horton Motor Lines. 
She also posed with him in a special 
picture which she autographed, “To 
My Screen Test Hero—Ellen.” It was 
also rumored that Paramount had of- 


She promptly chose the in- 


fered the winner a fat movie contract 
which Johnson turned down in favor 
of the lucrative trucking field. 
Winner of the contest was an- 
nounced at the A. T. A. annual ban- 
quet which marked the convention 
close. This was attended by the girl 
models who had posed for the pictures 
from which the cut-out models were 
made. 
girls on the banquet stage furnished 
an excellent tie-up with the screen test 
Those who had entered 


the contest were surprised, in fact, to 


The appearance of the real-life 


promotion. 


see the living form of the girl whose 
replica they had held in their arms. 
No actual trucks were exhibited by 
White at the convention. The back- 
drops, however, served that purpose to 
a certain extent, leaving an image of 
the product well rooted in the screen 
test entrant’s mind. At the same time 
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he had pictures of himself and the 
trucks which were destined to be re- 
tained a long time, or circulated about. 
For those that were interested, there 
were handsomely bound display books 
and various literature and photographic 
material covering the White line, all 
to be found in the headquarters rooms. 
They were, however, kept in the back- 
ground and the screen test studio was 
the overwhelming feature. 


Full advantage was taken of the de- 
cided hit which the screen tests made 
at the convention. Immediately fol- 
lowing, White mailed one large mount- 
ed picture to each of those who had 
taken the test, feeling that they would 
This 
would also serve as a reminder of the 
company and its products. The pic- 
ture was labelled, ‘““A Souvenir ot a 
Visit to White Truck Headquarters, 
A. T. A. Convention, Los Angeles, 
Calif., November 10-14, 1940.” 


like to retain it as a souvenir. 


As another follow-up the company 
mailed a second edition of the “Holly- 
wood A. T. A. Convention Record.” 
This edition carried a resume of the 
convention highlights, together with 
400 pictures selected from the screen 
test competition, thus providing a 
good cross-section of this feature—an 
event which will not soon be forgot- 
ten. Altogether, the White Truck 
headquarters promotion was decidedly 
effective. Picture requests and com- 
ments are still pouring in to The 
White Motor 


Cleveland. 


Company offices in 

















By G. M. WALKER 
Advertising Manager 


Caterpillar Tractor Company, Peoria, Ill. 


Control of Aduertising Literature 


S Ad W/ Fi 


How Caterpillar Tractor Company plans and controls 
its vast program of direct mail through distributors 


@ | AM NOT ONE of those who 
believe that a formula can be adopted 
which will assure the preparation of a 
successful advertisement—and, by the 
way, what has become of Brothers 
Townsend, who had the whole adver- 
tising world set topsy-turvy just a 
few short years ago? On the basis 
of experience in advertising extend- 
ing over a considerable number of 
years, I have observed no great progress 
toward making advertising an exact 
science. But I do share the universal 
hope that we can, with the passing 
years, continue to make advances in 
the direction of eliminating more of 
the wastes and uncertainties from ad- 
vertising expenditures. 

Some of the worst headaches all of 
us get are from trying to gain assur- 
ance that greatest possible value is 
being obtained from the advertising 
printed pieces we produce. Too often 
we stop short of the goal. Gratified 
when we have produced a piece that 
is well prepared, well printed, effec- 
tive in copy and illustrations and lay- 
out, we sometimes don’t fully recog- 
nize the fact that advertising litera- 
ture doesn’t do any good in our own 
stockrooms, doesn’t do any good on 
our dealers’ shelves, doesn’t serve its 
purpose till it is put into the hands of 
those who can buy or influence the 
purchase oft our goods. 

An address before the annual meeting 


f the Association of National Advertis- 
ers, W te Sulphur Springs, W Va 


We must be reconciled to wastes in 
direct mail just as we must be recon- 
ciled to the waste circulation of maga- 
zines in which we advertise, and the 
waste of a certain percentage of un- 
read or only partially or hastily read 
copies of those magazines. 

It must also be realized that the 
problem of minimizing direct mail 
wastes differs in different companies, 
depending on the nature of the prod- 
uct, the method of product distribu- 
tion, the markets, and other factors. 
In confining my remarks to what we 
are doing in our own company, I do 
so with the hope that an account of 
our methods may be helpful to some 
and with apology to those whose direct 
mail problems are entirely dissimilar. 

Our products are sold by distribu- 
tors—there’s just that one step be- 
tween us and the user of our products. 
Our distributors are few in number— 
there are only about a hundred of 
them all together in the United States 
and Canada. They have business in- 
stitutions of considerable size, terri- 
tories ranging from one county to an 
entire state or more, and their busi- 
nesses are devoted solely or largely to 
the sale of our own and allied prod- 
ucts. Thus our line is the exclusive 
or major interest of our distributor— 
a circumstance that brings about bet- 
ter acceptance of and greater interest 
in our advertising literature, and per- 
mits closer control of its distribution, 
than is the case when a manufacturer 
has a vast number of retail outlets, 


and his product is one of many han- 
dled by the retailer. 

All advertising literature is supplied 
to distributors free of charge. This 
differs from the practice of some man- 
ufacturers, who require their dealers 
to pay for such material on a per 
name, per piece, or per mailing series 
basis. We don’t have any convincing 
argument in behalf of our practice. 
It just happens to be the way we do 
it, and perhaps if we did make a 
charge for advertising material, our 
distributors would expect a higher dis- 
count to cover that cost, so we'd be 
in about the same place anyway. 

Incidentally, when I state that we 
supply this material to distributors free 
of charge, that means at their door, 
not only freight prepaid but also duty 
in the case of distributors outside of 
the United States. From that point, 
distribution of advertising literature 
is the responsibility of the distributor. 
He supplies envelopes, maintains his 
mailing lists and addressing equip- 
ment, pays the postage bill. 

Your first thought will be that the 
arrival of the advertising literature at 
the distributor’s place of business % 
the point at which the distribution 
control breaks down and the material 


starts to collect dust. There some 
of that, of course, but recognizing the 
danger, we have tried to guard 

against it. 
In the first place, we try make 
rood 


sure that the distributor has * 8 


mailing list. The responsib tor 
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making up the lists and for keeping 
them up is put in the hands of the 
men right out in the field—the dis- 
tributor’s individual salesmen. 

We maintain a mailing list in our 
own offices but it is simply the com- 
posite of the mailing lists of our dis- 
tributors. It totals some 300,000 
names. We use it for direct mailing 
of only one item—our consumer house 
organ—issued from four to six times 
a year. 

We have several purposes in mak- 
ing this mailing ourselves: 

First: It assures that at least these 
few direct mailings will go to the 
list, even though the distributor is 
neglectful about making other mail- 
ings. 

Second: It gives customers one point 
of contact with the manufacturer— 
one evidence of his interest in them— 
so they will get an impression of the 
company behind the distributor from 
whom they purchase. 

Third: It gives a check on the dis- 
tributors’ mailing lists. We guaran- 
tee return postage on undeliverable 
copies of our house organ, and it is 
gratifying to us that returns run only 
about one percent—a figure which 
records show to be uncommonly low. 

Constantly the salesmen in the field 
are reporting to their employers—our 
distributors—new names to be added 
to the mailing list, and dead names to 
be removed. Each month these 
“adds” and “drops” are reported to us 
by the distributor. Once a year the 
distributor’s complete mailing list is 
checked with ours. 

Naturally, recognizing as we do 
that an active mailing list indicates 
an active sales organization, we make 
note of those territories from which 
a healthy number of adds and drops 
are not reported each month, and of 
those territories from which the unde- 
livered house organ returns are too 
great, and try to correct the condition. 
We also make analyses of the markets 
in the several territories so that we 
can urge distributors to keep their 
mailing lists in proper proportion to 
their selling opportunities. 

Now, to get back to the direct mail- 
ings made by the distributors. We 
feel that one strong assurance of get- 
ting direct mail material used by the 
distributor is gained by giving him the 


kind of material that will be helpful 
to him, that he needs and wants and 
will use. Early in August of each year 


we started to get together all the 
Criticisms of the last program, the 
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Caterpillar Tractor direct mail material won the President's Cup of the Direct Mail Adver- 
tising Association this year. It is characterized by its specialization, liberal use of color, 
dramatic illustrations of equipment in use, and the wealth of operating data which 
also makes it a valuable sales tool for use by the distributor salesmen in the field 


suggestions and recommendations of 
distributors, our own district repre- 
sentatives and other field men, and the 
regional sales managers. 

This, of course, takes time—confer- 
ences and some arguments, give and 
take, revisions and more revisions— 
but there emerges by October first a 
complete list and description of pieces 
that will be available for mailings dur- 
ing the following year. These are 
supplied to our district representative, 
who then confers with the dealer on 
the preparation of his mailing pro- 
gram. In the binder there is contained 
a description of each individual piece, 
and a large sheet on which are listed 
all the pieces that will be available, the 
month in which they will be avail- 
able and the markets for which the 
piece will be suited. 

In this connection, we spread issu- 
ance dates over the first ten months 
of the year—that avoids peaks and 
valleys in our production work. Note 
also that there are twenty-seven clas- 
sifications of markets. Each distribu- 
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tor has his mailing list classified into 
these twenty-seven divisions, and can 
direct any single mailing piece—de- 
pending on its suitability—to one or 
several or many or all classifications. 

During the month of October, the 
work of making up the distributors’ 
mailing programs continues. One sheet 
is made up for each month and when 
the year’s program has been planned, 
the twelve sheets are sent in to the 
advertising department. There the 
program is copied in triplicate—one 
copy going to the distributor, one to 
our district representative, one re- 
tained in our advertising department. 

With these programs in hand, we 
can produce advertising literature 
without much gamble as to what 
quantity will be called for. We can’t 
set exact quantities—we have to allow 
for additions to mailing lists in the 
course of a year and for some emer- 
gency mailings. But we find that 
moderate overruns take care of that. 

Do the distributors carry out their 


(Continued on Page 81) 
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@ EVERY industrial advertiser has 
difficulty getting enough of the kind 
of photographs he needs for use in 
advertising and sales literature and 
that’s why some of them have gone 
to the expense and trouble of prepar- 
ing detailed instruction for photog- 
raphers to follow when the advertiser 
cannot be present to supervise the 
work. 

The most recent piece of this char- 
acter to be issued comes from George 
C. McNutt, advertising manager, R. 
G. LeTourneau, Inc., Peoria, Ill., man- 
ufacturer of heavy grading equip- 
ment. This one consists of a four-page 
lithographed folder 8'2x11 inches in 
size and is different in that it was de- 
signed for general distribution among 
commercial photographers in terri- 
tories where the company’s equipment 
might be in operation. 

\ paragraph under the heading at 
the top of the front page is an invita- 
tion to photographers to send in 


photographs of LeTourneau equip- 


ment in action. It says: 


TAKING PHOTOGRAPHS THAT 
SELL FOR Le TOURNEAU 
AND FOR YOU 


There's money for YOU in good action 
pictures of LeTourneau equipment. Such 
pictures help us sell prospects As a re 
sult, we would gladly pay good prices for 
them, buy hundreds every year from com 
mercial photographers the country over 
Instructions and pictures inside tell what 
Read and profit by taking pi 


we need 


fever 
I I 1 


The inside spread shows a number 
of pictures of the kind the company 
uses and wants more of. Across the 
top of the spread are a number of 
diagrams of the various types of 
equipment and the angles from which 
photographs should be taken for best 
effects. 

On the back page the photographer 
is told where he is most likely to find 
LeTourneau equipment in use, with 
the further suggestion that he check 


with the nearest LeTourneau Cater- 


20 


pillar dealer for exact locations. A 
group of pictures illustrating what 
to avoid also is shown and explained in 
detail. The reader is told that the 
more data supplied with the photo- 
graphs regarding the job and the 
operation of the equipment, the tes- 


Where ta Look fo 
eo 3 ——* « *) 





Outside and inside spreads of folder issued by the advertising department of 
LeTourneau, Inc., Peoria, Ill., to guide commercial photographers in taking pict 
equipment in the field so as to get the kind of views needed for sales and advertis "9 


timonials where possible, make the 
pictures more saleable. A job report 
form which simplifies presenting the 
details is available from the advertis- 
ing department on request. 

A box in the lower left corner sums 
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Marheting Research and Analysis as 
an Hid te Sales Develonment 


@ AS AN INTRODUCTION to this 
article which will deal with the value 
of marketing research and analysis as 
an essential phase of sales development, 
I should like to emphasize why the 
present time is particularly opportune 
for establishing such a program. Brief - 
ly the National Defense Program has 
resulted in hundreds, if not thousands 
of manufacturers producing items en- 
tirely foreign to their regular line— 
automobile companies are manufactur- 
ing machine guns; clock makers are 
producing fuse caps; a glue manufac- 
turer is making airplane parts. These 
are but a few of the many sweeping 
changes taking place in industry to- 
day. The result of these changes will 
be, as it was after the last war, that 
many manufacturers will find them- 
selves equipped with new machines and 
tools which will have to be converted 
for use in manufacturing products 
having peace-time applications. Con- 
sequently, we may expect to see, in 
the future, such apparent incongruities 
as builders’ hardware produced by a 
nanufacturer of baby carriages, toys 


being made by an agricultural imple- 
ment company, or fishing tackle by a 
paper box maker. 

1 addition to such violent disloca- 
tion of existing markets, the creation 
of war industries almost invariably 
le to the ultimate development of 


o 


ely new markets. 


loreover, there can be no question 


the war, whatever its outcome, 


By FRANK P. McCUE 


Merchandising Consultant, 
Waterbury, Conn. 


will, after peace is restored, result in 
drastically curtailed foreign markets 
for American manufacturers. 

Under such chaotic conditions, it 
seems to be imperative that every large 
manufacturer organize and maintain 
a central agency to obtain, verify, and 
consolidate market information and to 
disseminate it promptly to the com- 
pany’s advertising and selling person- 
nel. 

The type of market research and 
analysis contemplated in the following 
discussion should accomplish three ma- 
jor objectives: 

1. Assist THE SALES DEPARTMENT: 

a. By giving salesmen an accurate 

comprehensive word-picture of 
the industries to whom they 
sell, thus enabling them to 
more intelligently plan their 
time and the presentation of 
their sales arguments. 

b. By uncovering new markets. 
By making possible a better al- 
location of territories. 

2. Assist THE ADVERTISING DEPART- 
MENT: 


o 


a. By giving detailed market data 
upon which to make the most 
economical selection of media, 
thereby eliminating much waste 
circulation. 

b. By making it possible in many 


cases, to reduce mailing lists, 

thus cutting printing and 
mailing costs. 

c. By providing a background of 
information in a form that 
will make it possible to visual- 
ize potential customers and 

thus improve advertising copy. 

3. Assist THE MANAGEMENT: 

a. By making available a statisti- 
cal service which could be made 
of considerable value in deter- 
mining future plans and pol- 
icies. 

An Analogy 

The advantages of market research 

can best be illustrated by an analogy 

between sales and military tactics. 

During World War I, every major 

attack was initiated by a barrage of 

artillery fire spread over the entire 
area to be encompassed by the assault. 

This was highly effective but the waste 

It has 

been estimated that it cost $20,000 to 

kill a single enemy soldier. 
quently, since modern warfare is con- 


of ammunition was enormous. 
Conse- 


ducted along economic, as well as mili- 
tary lines, future military plans do not 
contemplate the use of the barrage, as 
Instead, heavy 
artillery fire will be concentrated upon 
isolated targets of known military val- 


it is commonly known. 


ue, such as commanding heights, cross- 
roads, machine gun emplacements, etc. 

Similarly, during the prosperous 
years preceding 1929, advertising, in 


general, was conducted on the barrage 


With the dislocation of markets and the birth of new ones due to the prepared- 


ness activity, there is increasing need for establishing a market research program 


—Here are three major objectives and twenty points to guide you in the work 
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principle. Publication space was 
bought on the basis of obtaining the 
widest possible circulation, and mail- 
ing lists were enlarged beyond reason- 
able proportions; all on the logical, but 
uneconomical, assumption that if ad- 
vertising reached everybody, it couldn’t 
miss prospective buyers. This was 
wasteful, but it produced results and, 
consequently, it was not subjected to 
criticism. 

Then the depression . and, with 


it, drastically curtailed advertising 
Here, unfortunately for bus- 


Many adver- 


budgets. 
ness, our analogy ends. 
tisers, handicapped by limited funds, 
have nevertheless continued their at- 
tempts to blanket major markets in- 
stead of concentrating their efforts and 
the funds upon those markets and seg- 
ments of markets that hold promise of 
immediate and profitable results. 

In so doing, advertising has not been 
wholly at fault. To revert to our 
analogy: the artillery, as a rule, never 
sees its targets. It computes its firing 
data from information obtained by 
infantry and cavalry scouts, observa- 
tion balloons, the air corps, and other 
agencies. To be of value, this infor- 
mation must be consolidated, verified, 
and evaluated in terms of the general 


This is a 


function of military intelligence. 


plan of the commander. 


Likewise, the advertising department 
seldom has direct contact with the 
markets constituting its objectives. To 
determine what and where these mar- 
kets are, what products they can be 
sold, and how best to present sales 
arguments to them, the advertising 
department must depend upon infor- 
mation gleaned from sales reports, pub- 
lished statistics, and whatever other 
sources may be available. This infor- 
mation, if not complete, may lead to 
mistaken conclusions. It is the func- 
tion of market research and analysis to 
collect, consolidate, and evaluate this 
information and to interpret it to the 
advertising and sales departments in 


terms of general company policy. 
Twenty Basic Questions 


In order to survive the present com- 
petitive era, any manufacturer must 
know the correct answers to at least 
a majority of the following twenty 
questions. In many organizations, all 
of the answers are known, but to a 
widely scattered group of individuals. 
It is a function of market research and 
analysis to consolidate this informa- 
tion, analyze it, and interpret it in 
terms and in a form that will be most 
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amity 


she point of 


General Electric uses this unique method to 
indicate that additional information is to 
be found on the back of a publication insert 


useful and most readily available to 
those who have need of it. 

The answers to the following ques- 
tions will determine whether any given 
market represents a sufficiently impor- 
tant outlet to warrant development: 
1, Does this market buy our products 
in sufficient quantity to warrant de- 
velopment or, by advertising, can we 
induce it to do so? 

The answer to this question might 
appear to be self-evident from sales 
records but, since considerable business 
is conducted through distributors, it 
is not safe to discount the potentialities 
of any market until an investigation 
has been made. 

2. Is this market active at the present 
time or, if not, is it likely to become 
active soon? 

Obviously, it is uneconomical to 
cultivate sterile ground, but it should 
be equally obvious that the best time 
to cultivate a reviving market is co- 
incidental with its revival. For exam- 
ple, for several years prior to 1937, 
power plants throughout the country 
were operating at half capacity of less. 
When 
were necessary, operators, instead of 
buying new tubes, used tubes from 


condenser tube replacements 


idle condensers. The general improve- 
ment of business in 1937 made it nec- 
essary to restore many of these idle 
condensers to service and, since they 
had been stripped of their tubes, this 
created, temporarily, a very good con- 
denser tube market. 

3. Does our company get its propor- 
tionate share of our industry’s total 
sales to this market? 





If not, immediate action should b 
taken to determine where we are r 
miss and what can be done to corre: 
the situation. 


4, Does this market use our produc 
in the forms in which we furnis 
them, or are they incor porated int 
machinery or equipment by other man 
ufacturers and thus lose their identit 
as products of our manufacture? 

There are circumstances that wil! 
justify advertising a product or ma 
terial to a market which consumes th« 
product in an entirely different form 
than it is produced by the advertiser 
For example, an alloy originally pro- 
duced in the form of rods but ulti 
mately remanufactured into bolts 
might well be advertised to users of 
bolts provided such bolts possessed out- 
standing characteristics such as high 
strength, resistance to corrosion, etc. 
If the alloy were outstanding only be- 
cause of such properties as ready ma- 
chinability, then advertising to the 
consumer would be wasteful and sales 
effort should be confined to manufac- 
turers of bolts. 


5. Are the products bought by this 
market profitable items to us? 

If not, it may still be necessary to 
cultivate the market in order to main- 
tain sufhcient volume to cover the 
overhead of the departments manufac- 
turing these items. This is a matter 
of policy to be decided by the manage- 
ment. 

Answers to the following will be 
most helpful in allocating sales terri- 
tories and in determining the type of 
advertising media to be used: (This 
information will also, in many cases, 
make it possible to reduce the size of 
mailing lists.) 


6. How many plants does this market 
represent? 

If relatively few, they might be 
reached more economically through 
direct mail advertising and direct sales 
than by publication advertising. 

In this connection, it should be re- 
membered that, although an entire !n- 
dustry may be large, the advertiser 
may be interested in only a relatively 
small segment of it. 

7. What proportion of the plant 
resents approximately eighty-five 
cent of the total purchases in (h! 
market? 

If a relatively small number, 


is 
ind 


money to cultivate the entire market 


frequently wasteful to devote tin 


(Continued on Page 78 
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By M. J. DRUSE 


Sales Promotion Manager 


Modine Manufacturing Company, Racine, Wis. 







Putting New Life inio Aduertising 
with a Sales Character 


The interesting story about Modine’s “Simon Degree” 
and a few pointers on the use of sales characters 


@ NO ONE ever heard of Simon 
Degree before September, 1940. And 
like Yehudi, no one had actually seen 
him. But in September he took his 
place on the Modine Manufacturing 
Company payroll and went to work 
for the company’s representatives and 
distributors all over the country. Dur- 
ing the past four months he’s appeared 
over a million times in business papers, 
direct mail pieces and envelope stuffers. 
And from all indications, he’s in there 
pitching . selling unit heaters for 
Modine. 

Before Simon Degree made his ap- 
pearance, Modine unit heater advertis- 
ing had always adhered to what is now 
referred to as the “Tell All” approach. 
It was agreed that the best way to 
advertise unit heaters was to exploit 
their design and performance advan- 
tages. The company believed that the 
business paper reader—if he was inter- 
ested in a product—would read all of 
the mechanical feature copy he could 
lay his hands on. It felt this was 
particularly true of the engineering- 
minded executive whose responsibility 
was to select mechanical equipment 
vital to the plant’s maintenance. Con- 


sequently, for years, Modine unit 
heater advertisements devoted detailed 
copy and illustrations to such features 
as the expansion-bend condenser, me- 
tal bonding of fins to tubes, the 


Velocity generator, sound deadening, 
the heat-as-you-light principle and 
many others. 

This was, and is, sound selling pro- 


cedure. No industrial advertiser can 
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conscientiously deny the logic of “Tell 
All” advertising. 

With no fault to find in the basic 
principles of “Tell All” advertising, 
Modine suddenly abandoned this copy 
approach and struck out on a different 
angle—a copy theme built around the 
character Simon Degree. We say 
“suddenly.” Actually the change in 
pace was not sudden, considering the 
hours of discussion and planning that 
preceded the decision to adopt this 


new copy theme. 


Big Market Opportunities 

About the time the “board of sales 
strategy” got into a huddle to consider 
plans for the fall unit heater advertis- 
ing campaign, all eyes were on what 
promised to be the greatest unit heater 
market in the history of the industry. 
The company had greatly expanded its 
manufacturing facilities. New and 
improved methods and machinery 
were being put into operation. Unit 
heater inventory was being built up 
in expectation of the tremendous mar- 


ket ahead ... What to do about adver- 
tising? 

Looking at the market possibilities 
and the company’s position in relation 
to that market did not prevent a few 
sly glances at competitive unit heater 
advertising. As most of the unit 
heater advertising is concentrated in 
the last four or five months of the 
year, it was only possible to examine 
what competitive advertisers had done 
during the last season, not what they 
were going to do this season. A thor- 
ough study of their advertising seemed 
to show that for the most part, they 
too believed in and practised the “Tell 
All” approach. With a few excep- 
tions, they were all talking their own 
mechanical and performance features. 
Here were several dozen unit heater 
companies all bidding for the plant 
executive’s attention, all trying to im- 
press him with their unit heater’s ex- 
(and non-exclusive) advan- 
Modine was in there with its 


clusive 
tages. 
competitors, features and all. 

When you multiply twenty com- 


@® A SALES CHARACTER is effective in emphasizing 


certain sales features of a product and tying together the ads 


of a campaign, but its use should be determined by the purpose 
of the campaign, competitive advertising, the product, and 
the story to be told. Above all, it is vital that the sales charac- 
ter be harnessed to the job to be done and that it does not run 
away with the ad, leaving the sales message in the background. | 




























































panies by an average of six features 
apiece, you get 120 different features. 
Actually there aren’t that many really 
different features in all makes of unit 
heaters put together. But that was the 
impression the plant engineer must 
have gotten assuming he read all 
the ads. 

Even engineers can become confused 
trying to select the right make of unit 
heater when they are faced with 
such a multiplicity of features. It’s 
perfectly understandable when they 
claim, “All unit heaters are about the 
same. There isn’t much difference be- 
tween Makes X, Y, or Z.” 

To Modine it seemed as though this 
deluge of “Tell All” advertising was 
defeating its own purpose because they 
were all telling all. Apparently no 
single make of unit heater or its ad- 
vertising was making an outstanding 


impression. 


New Copy Slant 


This process of reasoning, right or 
wrong, resulted in Modine swinging 
away for the time being, from the 
“Tell All” copy which it had been 
using for some years. To take its 
place, Simon Degree was created. On 
Simon’s shoulders was placed the re- 
sponsibility of attracting attention to 
Modine ads, and of serving as the 
vehicle for the new copy theme which 
was being developed. 

Obviously, Simon Degree is a take- 
off on Harriet Beecher Stowe’s immor- 
tal villain. The name “Degree” and 
the character’s bulbous, thermometer 
nose tie in perfectly with heating. He 
typihes inadequate, inefficient, expen- 
sive, and unreliable heating. He’s the 


“stealthy, sinister saboteur” who un- 
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dermines employe morale and plant 
operating efficiency. 

Through Simon Degree it is possible 
co dramatize the blockading of pro- 
duction and the hi-jacking of profits 
by inadequate heating systems. After 
opening each ad with this negative ap- 
peal in both the copy and illustration, 
it is shown how Modine unit heaters 
stop Simon Degree in his tracks. The 
copy stresses the fact that Modines 
prevent production paralysis, insure 
continuous plant operation, improve 
worker’s comfort and efficiency, and 
cut fuel and maintenance costs. 

Mechanical features are relegated to 
one brief summary paragraph and to 
the signature. In the signature a dif- 
ferent major feature is emphasized in 
each ad. For example, in October it 
was “MODINE the UNIT HEATER 
protected against Rust by BONDER- 
IZING”; in the November ad, “MO- 
DINE, the UNIT HEATER with the 
VELOCITY GENERATOR.” In con- 
trast to this brief treatment of me- 
chanical features, considerable stress 
is laid on Modine’s leadership in the 
unit heater field and on the thousands 
of satisfactory installations in daily 
use. Such copy as “this is no time to 
experiment or skimp. Take the pre- 
caution that thousands of others rely 
on . . . Modine Unit Heaters,” helps 
to bring out this point. 

Modine’s ability to make prompt 
delivery, to codperate with firms who 
are modernizing and expanding with 
twenty-four-hour-a-day construction, 
is emphasized. Each ad carries refer- 
ence to a patented feature which speeds 
up installation .. . again tying in with 
industry’s demand for rapid plant 
construction. 


No attempt is made to capitalize on 


\\ 
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These four pages which represent the "Simon Degree” campaign to date show the interesting manner in which the character which symbolizes insufficient and ineffic 
s used to gain attention and direct it into the sales story of Modine unit heaters. One sales feature is featured strongly under the logotype in each ad and the teleg 
sol calls attention to a line telling that a Modine representative may be found in the “Where to Buy It" section of the telephone book under 











the National Defense Program othe: 
than to point out that production effi- 
ciency should not be jeopardized by 
inadequate heating. 

With necessary changes in copy ap- 
peal, it is possible to adapt the Simon 
Degree theme to architectural, engi- 
neering, and heating contractor ad- 
vertisements. For example, in the 
heating contractor papers, Simon De- 
gree is pictured as “A Trouble-Maker 
for Your Customers . . . but a Money- 
Maker for You.” The idea of stopping 
Simon Degree and being well paid for 
it, lends itself perfectly to the profit 
angle—in which contractors, for some 


reason, always seem to be interested. 


Internal Promotion 


Before the first ad in the series ap- 
peared, the Modine sales organization 
of representatives and distributors were 
introduced to Simon Degree. A two- 
color, fourteen-page brochure entitled 
“We've Hired Simon Degree to Work 
for You” was mailed to the entire 
group. The book served to acquaint 
them with the character, showed how 
he would be used and what he could 
do for them. The publication and 
direct mail campaigns were outlined. 
Available sales helps such as envelope 
stuffers, catalogs and bulletins and 
newspaper mats were illustrated. An 
order blank which would make it easy 
for them to secure these helps was 
included. Considerable attention was 
paid to the organization of the book 
in the belief that by dramatically mer- 
chandizing the new campaign, ind 
the advantages of handling the Modine 
line, the enthusiasm of the sales or<n- 
ization would be greatly stimulat 

To stir up interest in the receipt of 
the brochure, the following 
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sting 


Jumbo telegram, signed by the sales 
manager, was sent to the sales organ- 


ization “MAILING YOU A 
MAN. DESPITE BEING DISREP- 


UTABLE CHARACTER, HIGHLY 
RECOMMEND HIS ABILITY TO 
ASSIST YOU SELL MODINE UNIT 


HEATERS. SOLICIT YOUR IN- 
DULGENCE AND CONSIDERA- 
TION.” 


In the direct mail campaign, con- 
sisting of four four-page pieces mailed 
to a list of 50,000 customers and pros- 
pects, Simon Degree was again fea- 
tured. The additional space available 
afforded ample opportunity to include 
both the character and the advertise- 
ment theme built around him, as well 
as the mechanical feature and per- 
formance story in true “Tell All” 
fashion on the inside spread. 

Thus the attention of the recipient 
was gained by the reappearance of the 
dramatic character he had seen in his 
business paper and he was led inside 


D) his desire to learn more ibout it, 


Favorable Reaction 


While it is too premature to com 
pletely evaluate the results of the 
Simon Degree campaign, there is every 
indication that it is accomplishing its 
purpose. It has already received more 
favorable, 


the sales organization and from unit 


unsolicited reaction from 
heater buyers than any other Modine 


campaign. Companies in unrelated 
fields have requested permission to use 
the character in their own advertising. 
Unit heater buyers have called Modine 


asked, 


course, to have Simon Degree come 


ofices and humorously of 
OVET personally to take an order for 


unit heaters and what’s more im- 


Modine 
ctually got the orders. All 


th 


portant, the representatives 
these 
gs point to thorough readership ot 


ids, 


Che campaign is running in Busi 
n Week, Factory Management and 
Maintenance, Mill & Factory, Domestic 
Engineering and Heating, Piping and 
ir Conditioning. Architectural For- 
u ind Architectural Record also 
h been used to get the story over 
to architects. Cramer-Krasselt Com- 
pany, Milwaukee agency, has worked 
closely with the advertising depart- 
ment in developing the campaign. 
tting life into advertising with a 
sales character opens up a lot of new 
Possibilities for the industrial adver- 


u It has its disadvantages as well 
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as its advantages. For one thing, it 
precludes the use of a straight engi- 
neering approach which is often desir- 
able. It makes the man who wants 
to know more about your product 
turn to your salesman or to your cata- 
log for the detailed product story. On 
the profit side of the ledger, the use 
of a sales character certainly lends 
itself to thorough merchandising of 
your advertising. It does a job of 
attracting attention to your advertise- 
ment—something not to be considered 
lightly these days when business papers 
are chock-full of ads. Then, too, a 
sales character is effective in tying 
your ads together in a campaign, 
which incidentally is quickly identi- 


fied at a glance as your campaign. As 


This group of mailing pieces and envelope stuffer shows how the character "Simon Degree" is used to reg- 
ister the sales idea and ties in the direct mail material with the publication advertising. Large illustrations of 
product and many installation pictures and data in inside spread emphasize technical features of equipment 


Heoting 
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for the recall value of a sales charac- 
ter, it has plenty. 

The use of a character, however, 
should be determined by the purpose 
of the campaign, competitive advertis- 
ing, the product, and the story you 
If the above fac- 


campaign 


are trying to tell. 
building a 


sales character, it is 


tors warrant 
around a vital 
that the character he “harnessed to 
the job to be done” that it does 
not run away with the ad, leaving 
your sales message in the background. 
After all, the primary purpose of ad- 
vertising, whether it employs charac- 
ters, engineering diagrams, installation 
photos, or solid six point copy, is still 
to perform its function in the process 


of selling your product. 
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By GEORGE L. DAVIS 


Vice-President 


Diamond Power Specialty Corporation, Detroit 


Sales Strategy that Ouercomes 


Price Obstacles 


Sales training and the proper kind of advertising 


are essential in marketing quality-priced products 


@ | SHALL DISCUSS some of the 
selling methods which our company 
has tried out and which have proved 
effective in selling our products at 
premiums in price ranging from ten to 
as much as forty per cent. We think 
we have proved these selling methods 
effective since by means of them we 
have secured more than eighty per 
cent of all business placed during the 
past ten years. 

Alchough we've been the leader in 
our field for years we know we can’t 
sit back thinking we have a monopoly 
on the top spot. The most pathetic 
situation in industry today is the ex- 
tent to which a number of erstwhile 
leaders, who for years have manufac- 
tured a quality product, have per- 
mitted themselves to be displaced by 
more aggressive competitors offering 
an inferior product through clever 
salesmanship. No leader can forget 


that he is forever up to be shot at. 


The Diamond Power Specialty Cor- 
poration’s policy has always been to 
develop the best possible product, to 
give honest service, and to quote firm 
prices in line with the high quality of 
the goods offered. Certain of our 
competitors are inclined to follow a 
different path. They make but little 
ittempt to develop new ideas for the 
improvement of their product; they 
offer but sketchy service and their 
prices are apt to be whatever they 
think they can get for the job. So 
when our salesmen complain about 
low prices, we point out that our 
competitors admit they are unable to 


compete against our superior product 
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and service at prices equivalent to 
ours, and hence, offer their admittedly 
inferior product at lower prices. There 
will always be manufacturers on the 
outer fringe—manufacturers who pro- 
duce cut price merchandise to supply 
the suckers. We say—let them go to 
it. The salesman who permits such 
competition to influence him toward 
cut prices is selling his quality birth- 
right for a mess of poisoned pottage. 
The highest type of selling is that re- 
quired to move quality goods. 

Here a salesman of parts is required. 
He must, among other characteristics, 
have the imagination to dramatize the 
superiority of his product so that the 
buyer feels a greater urge to own it 
than he does to save a few dollars by 
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making a cheaper though inferior 


competitive buy. 

We tell our men plainly that jobs 
where quality is given little or no con- 
sideration are not for us. We don’t 
know and don’t want to know the 
tricks of cheap merchandising. We 
are as out of place in this field as 
the American diplomat in the council 
chambers of European intrigue. Our 
forte is the job where it is not the 
amount of the price that matters, but 
the way the customer can be made to 
feel about it. 

For price is mental. It is high if 
the customer thinks it is high; it is 
cheap if the customer thinks it is 
cheap. Many men who object to pay- 
ing an extra nickel for a typewriter 


PRESSURE POWER PLANT OPERATION 
nD 


WATER LEVEL 










SPECIALTY COR P. sicmae 


DIAMOND SPECIALTY LTD winnsor, onraaie 













No reasonable expense is spared to make the advertising of Diamond Power Specialty Cor- 


poration outstanding and effective. On this spread, red and green were used on the 
page to illustrate the Bi-Color water gauges while blue was used as an extra color 
left for attention value and to distinguish the soot blowers from the other equ's 


ght 
» the 


ment 


INDUSTRIAL MARKETING, December, | 940 





re 


0! 


0} 








ribbon will gladly pay twenty-five 
dollars for a seat at a prize fight. 
Consequently, the customer must be 
worked into a mood of desire. This 
seems simple enough, yet it is not done 
in ninety per cent of the selling at- 
tempted. It is not done for several 
reasons, chief among which are lack 
of imagination and woeful lack of 
knowledge of his product on the part 
of the salesman. 

The capable salesman of a quality 
product must be trained to know his 
goods through and through, how they 
ure made, what they are made of, how 
they compare with competitive goods, 
how they stand up in service, and the 
distinguished customers who are using 
them. He must have enthusiasm for 
his goods and a trained imagination. 
He must not only talk about quality, 
he must dramatize it. 

Very often a product is better than 
t looks. 


how valuable it is. 


A first glance does not tell 
Dramatizing a 
sale creates curiosity, appreciation, de- 
sire. It is no trick, but a legitimate 
device to display goods of high quality. 

In order to make the foregoing 
points clear, I should like to tell you 
something of our methods. 

There are, doubtless, a number of 
ways in which to solve the higher 
price problem, but the way which 
most appeals to us is to lay the cards 
on the table at the very start of the 
We frequently open up 
**Mr. 


Diamond 


interview. 
with a prospect as follows: 
Blank, before we discuss 
equipment in detail, I want to make 
one thing clear—it is the highest 
priced equipment on the market. It 
costs more but it is worth more. In 
spite of the fact that comparable com- 
petitive equipment can be bought at 
practically any price you choose to 
pay, we secure more than eighty per 


cent of the business at our higher 


here are many advantages to such 
in opening in selling a premium prod- 


uct. It not only arouses the prospect’s 
curiosity but by stimulating his sense 
of appreciation for better things, it 
Creates desire. And this is not to 
speak of the decided advantage of 
p g the price stinger at the go-off. 
f mpossible to long avoid price 
discussion in the selling of a premium 
Product and the quicker it is disposed 


| the sooner the negotiation can be 
placed on the proper plane—that of 
quality. 

bear in mind that before you 
can properly dramatize a quality sale, 
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DIAMOND FOWTE SPECIALTY CORF., Berroi Michigee 
PLAMOND SPECIALTY CUTER, Windsor, Ontere 


Diemond Soot Blowers are Used in More 
Then 80% of All Modern Power Boilers 


Diamond Power Specialty advertising makes no effort to cover up the higher price of its 
equipment, but rather justifies it by showing why quality equipment is needed to function 


economically and safely. 


The illustration here is taken from an actual photograph 


of a soot blower in action in a boiler and is reproduced dramatically in extra color. 
Witte & Burden, Detroit agency, handles the Diamond account, working closely with Mr. Davis 


much careful stage setting is neces- 
sary. Business paper advertising, for 
example, should suggest as much 
premium in cost over your competi- 
tors’ efforts as does your product. 
Catalogs and bulletins should be the 
most attractive it is possible to pro- 
duce. It is just as absurd to use 
cheap advertising and sales literature 
to sell a high priced product as it is 
to think yourself well-dressed when 
wearing a $100 suit and dirty sneakers. 

We have always made it a point to 
furnish our men with the best sales 
tools we can conceive. These include 
aluminum working models, catalogs 
which describe our products in detail, 
and more particularly what these prod- 
ucts will accomplish for the buyer. 
We have sales conferences from time 
to time at which we demonstrate the 
most effective use of these tools and 
in open discussions seek to better our 
methods. 

And let me say that we have found 
sales conferences to be tremendously 
effective if they are properly planned 
and carried out. But every minute 
must be scheduled with just the right 
amount of entertainment to relieve 
the tedium—and the schedule rigidly 
adhered to. At our last conference 
in 1938, we transcribed all questions 
and answers during the discussion pe- 
riod following each paper and these, 
along with the papers themselves, were 
suitably bound and sent to each man 
attending. They have proved most 
valuable as reference books. 

Advertising is one of our most ef- 


INDUSTRIAL MARKETING, December, 1940 


fective sales tools, and we consider it 
only as such. We design it, not to 
win awards, not to gratify manage- 
ment, but solely to help sell goods. 
Our business paper advertising is all 
in color—much of it preferred loca- 
tions—and we don’t hestitate to spend 
plenty for cuts and art work in order 
to make the most of our space. As 
a result, our field men take pride in 
it and use it effectively both by mail 
and in referring to it in a prospect’s 
business paper, which is often con- 
veniently at hand. 

Another of our better sales tools 
is our house organ, “Power Notes,” 
which goes out every other month to 
a mailing list of nearly 16,000. It is 
an eight-page booklet which might 
be called a power digest, since it is 
composed of clippings or excerpts 
from power magazines from all over 
the world. We know it is read and 
enjoyed because of the many letters 
we get and, although the only adver- 
tising it carries is the inside front and 
the two back covers, we have every 
reason to believe that it does an im- 
portant indirect selling job for us. 

Recently, we have taken five or six 
thousand feet of motion pictures in 
color to supplement our other selling 
tools. This footage has been cut down 
into four reels of approximately 450 
feet each of sixteen mm. film. Three 
of these reels show how carefully we 
design and build our equipment. The 
fourth shows how the equipment per- 
forms in actual operation. There are 

(Continued on Page 84) 
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By W. D. MURPHY 


Advertising Manager, Sloan Valve Company, Chicago 


Au Engineering Approach lo 
Judustrial Aduertising 


Fundamental principles of industrial advertising as 
established through usage by successful advertisers 


V. The Use of Check-Charts 


@ ULYSSES had easy sailing between 
Scylla and Charybidis compared to the 
course which the conscientious adver- 
tising man must chart between the ex- 
tremes of pure inspiration and slavish 
adherence to mechanical pre-evalua- 
tion plans. 

Since advertising is not a science, 
those who practice a sort of commer- 
Transcendentalism—an Emerso- 
thyself” 


cial 


nian “trust attitude—have 


prospered exceedingly well and it is 


not unnatural that they adhere pas- 


sionately to a belief which has stood 


them in such good stead in the confer 
ence room and on the payroll. On 
the other hand, since advertising 1S 
capable of a scientific approach, we 
have a growing aggregation of adver- 
tising robots who attempt to use slide 
rule techniques on imaginative prob- 
lems, charting each step with such 
their minds are closed 


precision that 


to the possibility of any solution 


which does not fit their rigid formu- 
lac. This is an unhappy condition for 
both groups, since the obvious course 
lies in the middle ground of system 


at ized inspiration. 


Because methods are so often mis 


taken tor principles it was with con- 


siderable reluctance that a discussion 


of check-charts and _ their prepara- 


tion was included in this series. How 
ever, if a pre-evaluation chart, prop- 
erly planned, is used to guide creative 
talent, the results are invariably bet- 


ter than the same talent unaided. 
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Moreover, from an intensely practical 
standpoint, a logical check-chart is 
an aid to convincing the man who 
pays the bills that you know your 
business, because organized planning 
appeals to management. 

Management directs the activities of 
enterprises by many checking devices 
—inventories, trial balances, sales sta- 
tistics. If you can rationalize your ad- 
vertising by a yardstick which man- 
understands, if make 


agement you 


advertising a business as well as a 
profession, you can eliminate one of 
the major difficulties with which an 
advertising man has to contend. 
Now a check-chart is nothing but 
an outlined plan for creating success- 
ful advertising: its statements are pre- 
sumably standards of comparison 
which have been found generally ef- 
fective plus product and market in- 
formation peculiar to the individual 


this light 


there is not only a place, but a crying 


company. Regarded in 
need tor pre-evaluation to prevent the 
issuance of banal, ineffective ads. It 
is made to eval- 
sup- 


posedly ideal ad that check-charts be- 


1s when an attempt 


uate percentage-wise against a 


come a fetish instead of a factual aid. 


To say that an advertisement is 
forty per cent or sixty per cent or 
effective is almost 
that 
said accurately is that the ad ought 
to be 


portion as it 


ninety per cent 


meaningless: the most can be 


good, fair or poor in pro- 


includes factors known 
to be favorable and excludes factors 
unfavorable. It is on 


known to be 


this basis that a discussion of the prep- 
aration of check-charts is proposed. 
The truism that a man’s opinion is 
as good as the facts on which it is 
based applies in full force to check- 
charts. There is no magic abacadabra 
by which an effective ad can be writ- 
ten for any product, and check-charts 
that leave out product and market 
information and rely on a list of uni- 
versally applicable principles are at 
best The 
best chart is the one you make foi 


only partially effective. 
yourself to fit your specific product 
and market. 

There would seem to be a need for 
at least four main divisions: (1) Mar- 
ket Data; (2) Data; (3) 


Advertising Objectives; and (4) Ad- 


Product 


vertising Preparation. 
MarRKET Data: 
of a many 


The 


industrial advertis- 


theme song 
great 
ing men seems to be “I shot an arrow 
in the air; it fell to earth I know not 
where.”” To some the location or size 
of the target apparently is veiled in 
mystery. Market research is the un- 
disputed foundation of successful ad- 
vertising, as of course it is of the en- 


The lo- 


cation of the buying factors and a 


tire merchandising program. 


study of what influences these factors 
to buy, form the basis of your check- 
chart. If you know these facts al- 
ready, so much the better. In any 
event to list in detail this essenti: 
and refer to it in the 


information 
preparation of advertising will auto- 
matically improve the finished effort. 


Propuct Data: Here is a classi- 


INDUSTRIAL MARKETING, December, 1940 








3 ota» 








10 





fication that will bear a great deal of 
Calalog information about a 
product, while helpful to the technical 
reader, rarely carries the burden of 


What 


study. 


stimulating interest and desire. 
the manufacturer thinks is important 
may be of little value to the user. 
[here are, then, two distinct types 
of product information which must 
be listed, analyzed and codrdinated: 
(1) information about what the prod- 
uct will do for the user, benefits that 
will accrue from using your partic- 
ular article and, distinctly different, 
(2) the technical features of your 
product. 

After compiling every discernible 
user benefit the features which make 
these benefits possible should be list- 
ed opposite the benefit they concern. 
In this way you acquire a sales de- 
scription in language which the reader 
can appreciate because it bears directly 
on his interests. 


ADVERTISING OBJECTIVES: It seems 
i little superfluous to question why 
you are advertising, but try listing all 
the objectives—the specific objectives, 
which you wish your advertising to 
If you do the job hon- 
estly, the result will be a revelation 


iccomplish. 


determination to come 
Obviously, the 
reason for listing advertising objec- 


and a new 
closer to the mark. 


tives is so you may correlate your 
knowledge of the prospect, of the 
product benefits to the prospect and 
the objective you wish to attain. Your 
hrst two classifications will suggest 
objectives that you have overlooked 
before, and with clear objectives and 
idequate fundamental information 
you can approach the actual structure 
the ad with confidence. 


\DVERTISING PREPARATION: Many 
ll consider that this is the only sec- 
on which can properly be called a 
evaluation chart, that the balance 
merely classified research data. In 
sense of evaluating the finished ad 
may be true, but in the larger 
ining, a check-chart should include 
erything that is essential—every- 
ng that should be “checked” before 
ad is released. At any rate, it is 
omparing the structure of the ad 
nst an ideal standard that check- 
chart enthusiasts have had their field 


excellent lists are 
Most of 
a variety of factors pre- 


It is with be- 


number of 
ible in published form. 
: them list 
d to be favorable. 





SUGGESTIONS FOR PREPARING CHECK-CHARTS 


A check-chart for advertising should include at least four sections: 


. MARKET DATA 


Who are the buying factors for the product? 


What are their buying habits? 
What influences the buyer in the choice of products? 


. PRODUCT DATA 


What does the product do for the user? 
or money, or other benefits. ) 


(Savings in time, labor, 


What are the technical features of the product which makes these 


savings possible? 


lll. ADVERTISING OBJECTIVES 


What is the advertising program expected to do? 


What is this specific advertisement expected to do? 


IV. ADVERTISING PREPARATION 


Principles and methods known to be effective (see previous ar- | 


ticles). 


Required material (standard logotype, trade marks, slogans, etc.). 


Any one of several formulae for the technique of writing the ad). 


The use of check-charts should be followed by an after check of re- 


sults. 


coming modesty that I suggest that 
the principles, axioms, and theorems 
of this series might well be listed and 
used as a guide in checking an ac- 
tual ad. 

In this section should be included 
what advertising men have long re- 
ferred to as the “sacred cows”—the 
slogans, trade marks, logotypes, etc., 
that are required to be present in every 
advertisement. 

So far your check-chart deals ex- 
clusively with material that should be 
included in the finished advertising, or 
material that affects the advertising to 
be produced. Although the technique 
of writing an ad forms no part of a 
real check list, it can do no harm to 
devote some space to any one of several 
standard formulae for the construction 
of effective copy. Have one pattern, 
or several, that stimulates your think- 
ing. It will help enormously in the 
actual hour of writing. 

Checking results after an ad has 
been printed is probably the best 
method possible to increase effective- 
ness, but it is a notoriously difficult 
method in the industrial field. The 
fact that it is difficult should not de- 
ter you from trying, because it is a 
type of experience that cannot be 
duplicated in any other way. 
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The use of check-charts does not eliminate the need for brains. | 


It should be unnecessary to repeat 
cautions about the fallibility of check- 
charts, but for those who use them 
and want to believe in them implicitly, 
a warning is needed. There are a great 
many imponderables that will com- 
pletely change the expected result. One 
of them is bad timing. Others are the 
use of the wrong media or poor posi- 
tion in the right media. 


My earnest suggestion that you 
compile your own chart and use it 
constantly is based on the undeniable 
record of those who have followed this 
procedure. Clarity of thinking about 
your market, your product, and your 
objectives will be reflected in the ad- 
vertising you produce and the attitude 
of management toward advertising ex- 


penditures. 


In the following installment an out- 
line of a complete check-chart will be 
given. If you have been disinclined 
to follow the suggestions in this ar- 
ticle and make your own chart, it will 
be helpful, but in the final analysis it 
will be just another check-chart which 
you must convert to your own needs. 
In no event can such a device be used 
as a substitute for brains, which, | 
suspect, is what the high priests of 
the genuis school really refer to when 
they speak of natural gifts. 


29 























































By H. R. MATHIAS 


Industrial Sales Promoter 


Standard Oil Company of Indiana, Chicago 


What Should Aduertising Do to Help 


the Sales Gorce? 


Advertising should do superlatively the thing ex- 
pected of the ordinary salesman—convince the buyer 


@ IN ATTEMPTING to find an an- 
swer to the question, “What should 
idy ertising do to help the sales force?” 
it is only proper to first raise the 
question as to whether the sales force 
needs he'p from advertising. Some sales- 
men are unwilling to admit that they 
need help of any kind from any source. 
Others expect to sit by the warm fire- 
side and let the advertising get all their 
orders and are disappointed when it 
does not. The answer to this question 
lies not only in our own powers of 
reasoning but in careful observation 
of and attention to the problems of 
the men on the front line. It is be- 
lieved that we may answer this ques 
tion positively. 

It cannot be doubted that the great- 
est asset of any organization seeking to 
sell in the industrial market is its sales 
personnel. We are strong if they are 
strong, weak if they are weak, and 
mediocre if they are mediocre. It is 
certainly proper for us to examine any 
activity from the standpoint of its pos 
sible value to the sales force. 

Since the salesman’s job is to sell his 
products in satisfactory volume at a 
profit, he must be able to convince the 
customer’s buyer, more often than 
ever before an engineer himself, of 
the quality and workmanship of the 
products concerned. This requires spe- 
cific knowledge of the quality points 
and ability to explain them. To con- 
vince the buyer of his ability to apply 
those products most advantageously 


he must have intimate know ledge of 


SuMmMmimar I 1 talk before the Engi- 


the customer’s requirements. To con- 
vince the buyer of the value to him of 
contacts with other company person- 
nel, he must have intimate knowledge 
of the service capacities of which that 
personnel is capable. 

Study will demonstrate for each 
sales organization the topics that each 
salesman should know to function 
most efficiently, such as knowledge of 
the customer’s plant, buyer’s charac- 
teristics, his own products, sales poli- 
cies, sales goal, sales helps and services 
available. Salesmen will vary in their 
degree of capability along such lines. 
Doubtless training plans are in opera- 
tion to improve their abilities. While 
idvertising expenditures would never 
be undertaken nor copy written just 
to instruct industrial salesmen, there 
is no reason why the probable value 
of the advertising for that purpose 
should not be kept in mind. 

Because the industrial sales force 
works in the industrial market which 
differs in several fundamentals from 
the consumer market, their methods 
of work and any supporting help from 
advertising are vitally affected per- 
force by characteristics of that mar- 
ket whether we will or not. These 
fundamental facts coficerning the in- 
dustrial market must be kept in mind 
to avoid serious errors: 

1. Relative inelasticity of demand. 

2. Susceptibility to general business 

conditions. 

3. Rational buying motives. 

a. Direct cost- reduction pet 

unit. 

b. Reduction in overhead. 
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c. Increased productivity. 

d. Improved salability. 

e. Patronage factors. 
Low price. 


Reliability. 


Services rendered (stocking, 
delivery, engineering 


service). 
Friendship. 

4. Organized purchasing functions 
Relatively few number of cus 
tomers. 

6. Larger units of purchases (ex 

cept supply or maintenance 

goods). 

Geographical concentration. 

8. Direct selling. 

9. Reciprocity. 

Since any sensible salesman will try 
to plan his presentation to appeal to 
motive which might impel his pros 
pect to buy, it seems obvious that ad 
vertising should be salesmanship in 
print. While there is no substitut 
for face to face selling, advertising 
should do superlatively the things ex 
pected of the ordinary salesman. It 
should strive to sell the same products 
in the same or superior manner 
that of the salesman and should tr) 
to convince the buyer of the sam 
concepts the salesman is trying to pu! 
over. 

Most are familiar with the thing 
that good advertising is supposed to 
do in preparing the way for the sal 
man, reaching important men, defend 
ing present business, etc. The imp 
tant thing to do is to examine cri! 


(Continued on Page 46) 








much | 
uncert 


ing the 
substa 
was 2: 
helpin: 
place 

of adv 


“~n 
~~ 
sini 


indust: 
Ameri: 











* TT AAR 


TION TO ADVERTISING ig just as evident—and just as 
much to be expected. Witness the letters on this page. They speak in no 
uncertain terms of results. 


VERTISERS came into the pages of American Machinist dur- 
ing the first ten months of this year. Many regular advertisers are running 
substantially increased schedules. Total advertising space for that period 
was 22 per cent over that for the same period of 1939. All of these are 
helping to make American Machinist still more complete as the market 
place of Metal-Working. All are lkelping to build still greater readership 
of advertising. 

AS on present opportunities to sell America’s largest and most active 
industry — Metal-Working —through that industry’s leading publication. 
American Machinist. A card will bring you details. 


AMERICAN MA 


A McGraw-Hill Publication 330 west 42nd 
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Sales Promotion... 


Ideas and comment on Catalogs — Booklets — Direct Mail — Exhibits — Motion Pictures — Slide Films— Sales Helps 









ole Catalog Designed to Facilitate 
Buying and Reduce Sales Costs 


@ ALTHOUGH the purpose of a 
catalog is to facilitate buying, not all 
catalogs achieve that function. Too 
many catalogs are mere lists of prod- 
ucts and specifications. The trend, 
fortunately, is toward books which by 
thoughtful planning and a full appre- 
ciation of the function of a catalog, 
take the buyer by the hand and help 
him to select the particular type of 
equipment best suited for his require- 
ments. In other words, the catalog 
becomes virtually a buyer’s assistant. 

This theory of catalog designing is 
not restricted to those dealing with 
highly complicated machinery or 
equipment, but is just as applicable to 
those confined to more insignificant 
items, where, perhaps, lies the greatest 
room tor improvement. Too often it 
is taken for granted that everyone 
knows all about the common garden 
variety of products. 

A splendid example of what can be 
done along these lines is the new Cata- 
log No. 15 of Dole couplings, fittings, 
valves and cocks, produced by The 
Dole Valve Company, Chicago. These 
items are only a part of the Dole line 
which is of great variety and with 
some manutacturers might be consid- 
ered worthy of only the most inex- 
pensive type of cataloging on the the- 
ory that everybody knows what these 
items are and that it would be ele- 
mentary to go into detail about them. 
But not Dole; it is proud of the in- 
built quality and precision of these 
everyday items. And furthermore, it 
knows that with the present great 
turnover of personnel in industry, with 


countless beginners coming in, and the 
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Terracotta and black accentuates the modern technique used in the Dole fittings catalog 
which was designed without regard to number of pages, but rather with the thought of 
making a catalog which would be an able assistant to the buyer in selecting the fitting 
which would meet his requirements. Each section tells a complete story about the products 


without making reference to other sections necessary. 


development of products new to the 
men who build them, basic informa- 
tion about any line of goods is of 
prime importance today in every 
catalog. 

With this thinking as a background, 
Stuart G. Phillips, assistant secretary 
of the company in charge of advertis- 
ing, proceeded to build the fittings 
catalog. First of all he gave no 
thought to how many pages it should 


contain. Following the title page he 


Note index and section title pages 


stated the Dole Policy in short and 
clear fashion and on the opposite page 
showed a sketch of the plant in re- 
verse with a modest statement of 
facilities available which are offered to 
the buyer. An index page lists the ten 
the catalog 1s 
also enumerates other 


c 


sections into which 
divided, and 
major products in the Dole line. Then 
follow the sections, each having 't 
own title page. 

Backing up the title page of each 
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Include your messages in the magazine read by more buyers... that 
gives you coverage of executives, engineers and operating officials in 
ALL Plants having adequate buying power. 


INDUSTRIAL POWER is read by more buyers, because of its convenient 
format, sparkling style and understandable, authoritative and helpful 
articles. It thoroughly interests and gives practical information on new 
equipment, trends, cost-reducing ideas and methods to the men who 
manage, operate and buy for 40,000 selected industrial plants. 


An extensive, comprehensive marketing investigation is the proof of 
INDUSTRIAL POWER’S efficiency in delivering advertising messages to 
more buyers than any other magazine in the general industrial field. If you 
have not seen all these facts, you should. They have an important bearing 
on planning advertising that will be most effective in building business. 


Use INDUSTRIAL POWER in 1941 for thorough coverage of 
Industry's Buyers. 


INDUSTRIAL POWER 





“The Pocket-size Magazine All Industry keaas™ 


ST. JOSEPH, MICHIGAN 
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Eighteen color translites in a background and a revolving turret displaying ‘Friction 
Fighter" bearings were features of Link-Belt's exhibit which won an award at the Chi- 
cago Purchasing Agents Association show last month for the most informative display. 
The translites were part of the company's exhibit at the New York World's Fair last year 





section is a terse presentation of the board and the book is finished with a 
construction and performance features Cercla binding matching the terra 
of the items covered, data regarding cotta ink. The job was produced in 
their installation, laboratory approval, the Crawfordsville, Ind., plant of R. 
materials used, and scheme of packing. R. Donnelley & Sons Company by the 
In the catalog pages, the items are Photo-Fact process. Drawings are by 
shown in line drawings, highlighted Korman Schmidt, and the drafting 
with white through the tint block work by Stephen F. Rebora, both of 
which forms a background. A dimen Chicago. Monotype composition was 
sional drawing is shown alongside the used. | 

illustrations carrying references to the Distribution of the catalog is being 
specification tabulation below. A fea made among the company’s Sctings 
ture of the catalog is that common customers and other buyers of these 
information regarding the entire line products. It is addressed to individuals 
IS repeated in each section so that ret ind a letter precedes it telling Ris te 
erence to any other part of the book is coming. Corrugated containers in- 
is unnecessary in order to get the com stead of envelopes were used for mail- 


plete story. A parts number index ox 
cupies the last two pages, following a 
tew plates showing types of specials 
which have been produced. 

Che fact that the catalog is ABC 
simple does not mean it is not complete 
tor the expert; it is not only a buyer’s 
guide, but also an engineering hand 
book. No other fittings catalog cat 
ries so much data for both purchasing 
igent and engineer. By the company 
it 3s considered in investment planned 
to make a definite reduction in sales 
c Apense. 

The format of the book is strictly 
modern and was designed by Mr. Phil- 


lips. It has eight four pages and cover, 


lar finish Britewell Offset in terra 
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ing not only to protect the book, but 
to convey an additional thought as to 
the character of the company issuing 
it. The container and the label tie 
in with the title page both as to colo: 
treatment, and design. 

The controlling thought in the en 
tire project was to do the job in such 
a manner as to convince everyone who 
received the catalog that the company 
knew its business, that it was the 
leader in the field, and that the book 
was presented to him to help in doing 
an intelligent buying job. 


+ 


Preserving Good Will 

Despite Delayed Deliveries 

@ ONE PROBLEM facing practi 
cally every industrial marketer today 
is that of maintaining the good will of 
customers who have to wait longer: 
than they think they should for deliv- 
eries. The best way out seems to be 
to establish an understanding with 
buyers of the conditions controlling 
deliveries and thereby remove any 
false ideas which may be aggravating 
them. 

C. H. Butterfield, vice-president and 
general sales manager, Manning, Max 
well & Moore, Inc., Bridgeport, Conn. 
took a step in that direction last 
month when he addressed the follow 
ing letter to each of some 12,000 
regular customers: 


At this time, when orders are so plen 
ful from so many sources, may I expres 
the thanks of all of us here for the order 
that you have given us through the years 
Your orders, and orders from good cus 
tomers like yourselves, have kept us 
business. Without them we could n 


have survived 
Permit us to assure you that in tl 
period of difficulties that may be ahead « 


us. we will give orders from you and « 








printed on seventy pound white regu As a sales advantage, The Fostoria Pressed Steel Corporation is giving buyers of its flu 

escent lighting equipment a choice of color in finishes. To show these advantageously, sa!’ 

iis ck ie Wen men have been equipped with a sample roll so that customers may see just how the varic 
anc ac re cover is offset colors will harmonize with the color scheme of their establishment 








CANADA 


PROVING GROUND OF 
MUNITIONS MANUFACTURE 


For manufacturers who are now, or will be, producing munitions, what 
could be more timely than detailed facts with actual photographs of the 
present Canadian munitions production set-up?..The story of Canadian 
munitions production will be the up-to-the-minute subject of January 
MACHINERY. The facts which this highly important number will reveal 
will help American manufacturers to avoid a great deal of experimen- 
tation with one type of machine or another, and will enable them to 
get to the core of their problem immediately. Canadian industry has 
been the proving ground of munitions manufacture, and American 
industry is the beneficiary of the results. . . We hardly need point out 
the interest the CANADIAN MUNITIONS NUMBER of MACHINERY 
will have for production men in every metal working plant. This 
interest should be to the advantage of every manufacturer using 
advertising space in this number, and we therefore suggest that you 
give your own advertisement in January MACHINERY extra considera- 
tion from the viewpoint of the possibilities which your product may 
have for munitions production. 










CANADIAN 

MUNITIONS 
PRODUCTION 
NUMBER 


1941 
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DATA BOOK 






















A handbook in reality, the new White Truck Data Book for salesmen is virtually two books in 
one, with part one devoted to specifications for complete trucks, while part two carries unit 
specifications, so arranged with Swing-O-Ring binding that the second section may be 
referred to while the first section is open. The leather binder has a zipper on three sides 


Sales Promotion . 





regular customers prompt and con 
] con di il 
We intend to protect our pleasant rela 
ip with you throughout any emer 
y that might be ahead of u We may 
t m™ ible it il] times to n ike fire alarn 
l rit but we will be able to deliver 
rders from you ahead of orders from 
stomers t¢t whom we are less deeply 
ited 
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engineering and manufacturing. You 
hould know that during the past 
year we have made more additions to our 
rganization to improve the quality of our 
persor nel We ire hetter s} ipe thar 
‘ in our histor t take care of an if 
‘ n hb < We ire rganized t 
e tor u ( nm ‘ 
You can hel y placing your orders 
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Black Light Illumination 
For Chemical Exhibit 


@ AN UNUSUAL technique will be 
used in the exhibit of the Koppers 
Company at the National Chemical 
Exposition to be held in the Stevens 
Hotel, Chicago, Dec. 11-15, when 
black light will be employed to dis 
play the fluorescent qualities of some 
thirty chemicals which will be dis- 
played. The chemicals are all princi- 
pals among the almost countless de 
rivatives of coal. 

The actual chemicals will be dis 
played in large bottles. Those which 
respond to the illumination of black 


light will also be shown through peep 
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holes in the exhibit. Coal carboniza- 
tion will be visualized by means of a 
translite picture with flasher light 
tracing the various steps in the process 
and the relationship of the numerous 
products to the nation’s industries. 

A giant book, whose pages turn 
1utomatically, will carry information 
concerning chemical coal products 
against a background of photographs 
of the nation’s principal coke oven 
batteries 

Literature discussing the character- 
istics and uses of coal-derived chemi- 


cals will be distributed to visitors. 


+ 


Features Dealer's Name 
On Bottom of Letters 


@ THE Young Radiator Company, 
Racine, Wis., is using a novel idea in 
connection with direct mail to pros- 
pects for its heating and cooling equip- 
ment, consisting of a two-fold four 
page self-mailer in which is enclosed a 
form letter calling special attention to 
the contents of the folder. 

Aside from the unusual combina- 


tion, another interesting feature is the 


manner in which attention is call 
to the company’s representative in the 
territory of the addressee. His name, 
address, and telephone number are 
processed in the lower left corner and 
the last paragraph of the letter directs 
attention to it in this manner: 

At the bottom of this letter is the nar 
address, and telephone number of 
closest representative. He will be glad 
give you engineering assistance and 
information you desire about your heatir 
problems, without cost or obligation. W 
not call him today? 

Thus, the reader has all the informa- 
tion needed on which to act on the 
impulse of the suggestion, which is 
very important in capturing immediate 
response. 

Mailings of this character have 
brought eight to ten per cent returns 
direct to the company in addition to 
what they have produced for the deal- 
ers. The list used is of companies 
which are being sold to or bought 
from, a very active list, and no at- 
tempt is made to oversell it. 
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METH ANITE METAL 


MAEEHANITE RESEARCH INSTITUTE 


Part of the cooperative promotional cam- 
paign for Meehanite castings is a wheel 
chart which quickly reveals the physical 
properties of castings for engineering pur- 
poses. It is featured in two-color page ads 


’ AUTO LITE 


< 





Instead of carrying complete samples of bulky automotive batteries or even empty cases 
salesmen of The Electrc Auto-Lite Company are now equipped with portfolios which inc!ude 
sections of the boxes bearing the trade name and product markings of the complete ‘ine 
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WHY OVER 400 MANUFACTURERS 
FIND If PROFITABLE TO ADVERTISE 


in FACTO RY 


Factory's ability to deliver outstanding advertising val- 
ues rests on its editorial service to readers .. . a service 
that is more timely, more interesting and more useful 
than they can obtain in any other place. 

It is this alert editing that has built for Factrory’s 
advertisers the largest paid audience of plant operating 
men in America. 

There’s proof aplenty that Facrory’s audience is 
both alert and responsive. During the last three years, 
Factory’s readers have written over 5000 letters to the 
editors, have requested more than 37,000 manufacturers’ 
catalogs, and more than 200,000 editorial reprints have 
been distributed. 

One way to make sure that your advertising reaches 
good prospects is to put it in Factory — like the 400 
manufacturers who are now using its pages. 

Write today for a copy of December Factory so you 
can see for yourself why more plant operating men 
pay to read Factory — why it will pay you to advertise 
in Factory MANAGEMENT AND MAINTENANCE, a McGrav- 
Hill Publication, 330 West 42nd Street, New York, N. Y. 
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Also —12 other major articles 


14 short articles . . . 69 manufacturers’ 
catalogs . . .46 items of New Equipment 
— round out a publishing service of 
superlative usefulness of plant oper- 
ating men—your best customers and 
prospects. 
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ROBLEMS 
IN INDUSTRIAL MARKETING 


By KEITH J. EVANS 


Readers are invited to present their advertising and sales management 
problems which will be answered in this department, or direct, if requested 





Color in House Magazines 


We have been issuing a single sheet, 
two-page house organ of the pictorial 
type which has been run in one color 
since its beginning, ten issues ago. The 
material is of the “How to do it 
cheaper” (with our equipment) class 
and has been reasonably successful. It 
is mailed to plant engineers, produ 
tion men, designers, etc. Suggestion 
is made to change the color each issue. 
What is your opinion? 

ADVERTISING AGENCY. 


We believe it would pay you to 
change the color of your house organ 
with each issue. You might find it is 
rather difficult to change the color 
frequently and still continue to get 
good combinations. However, if you 
will try the comparatively new dou- 
bletone inks and different colored 
papers, you will be surprised how 
many pleasing combinations are pos- 
sible. 

We like your idea of short two page 
house organs with plenty of pictures 
because men simply will not stop very 
long in the middle of a busy day to 


read long, heavy printed matter. 


Advertising to Educate 
Industry and the Public 


Wi are ma com pletely oversold 
condition and there is quite a problem 
as to just how we can use our adver 
tising space to the best advantage. 
Many suggestions have been made and 
we have read a number of articles on 
the subject, but are still looking for 
Can you help us? 
ADVERTISING MANAGER. 


MOT SUR RE sfions. 


Many 


same problem. some are turning to 


companies are facing the 
general advertising of an institutional 
nature in order to keep their name 
ind service before their market. Oth- 
ers are using their advertising to help 
develop new markets which may be 
opening up a year or two hence. An- 
other manufacturer is using his space 
to tell about new developments in the 
ndustry, whether or not they have 
been brought out by his own firm. A 


steel manutacturer has used some ot 
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his space to explain a number of met- 
allurgical and fabricating problems. 


There are many other important 
uses for advertising space. You might 
frequently run an _ advertisement 
showing how your dollar is spent—so 
much for raw materials, so much for 
labor, so much for taxes, so much for 
profit, etc. One manufacturer has 
accomplished this so well that as soon 
as you think of a dollar divided up 
along this line, you think of Swift & 
Co., and the very large volume and 
tiny profit which is typical of their 
line of business. 

A study by the Advertising Re- 
indicated that 
school teachers believed that advertis- 


search Foundation 
ing cost about five or six cents for 
each fifteen-cent package of cigar- 
ettes. They thought taxes came to 
about one cent. The fact of the 
matter is just the reverse. 

There is also some talk about con- 
tributing a very small fraction of 
your advertising budget to the general 
cause of business—either through a 
local chamber of commerce, national 
chamber of commerce or other busi- 
ness organizations. There is a great 
deal of misinformation on how the 
manufacturer’s dollar is spent—the 
truth should be told plainly. 


Call Report Control 


In view of your wide experience 
and many contacts, perhaps you will 
be able to give us some information 
with regard to the maintenance of a 
com plete record of all salesmen’s calls 
made throughout the United States 
for a corporation such as ours. 

It is our purpose to keep a running 
record of all calls made by our men 
cach week, and if possible to do that 
with the minimum ‘amount of person- 
nel, minimum amount of effort, and 
the possibility of making two or three 
copies of the records. 

While we have contacted the more 
important and better known suppliers 
of card index systems, there is a pos- 
sibility that we might have overlooked 
some concern, or concerns, u ho mare 
it their specialty to supply equipment 


for recording salesmen’s calls or a rv 
ord of a very similar nature. \V 
shall be very pleased to give conside 
ation to any name which you would 
care to suggest along these lines. 
ASSISTANT SALES MANAGER. 


If you have contacted the vario 
manufacturers of visual sales record 
equipment, you probably already hav: 
a great deal of information on the 
subject. However, we will pass along 
a few suggestions that may be of 
value. As you know, some firms r 
quire their salesmen to make a report 
in full of every call indicating the 
names of the men seen, their titles, 
etc. They also indicate the total 
This is con 


sidered important by some sales man- 


amount of time spent. 


agers who know that it is necessary 
for their men to see not only the pur- 
chasing agent, but also the plant 
superintendent, production manager, 
and perhaps one or two others in the 
same company. 


Their insistence on reporting the 


ne 
names requires that the salesman ac- 
tually endeavor to see these other men 
They request 


an indication as to the time spent be- 


when he visits a plant. 


cause they have a plan for budgeting 
the salesman’s time. 

One sales manager recently told us 
that this was a most important factor 
in increasing their business. In the be- 
ginning of the year this sales manager 
studies each account with the sales- 
man. Together they analyze the 
account and potential business that 
may be received from it. In going 
over the records for the first time, 
they found salesmen making many 
regular calls on concerns whose poten- 
tialities were entirely too low, and 
often times missing long, serious calls 
on companies with very high poten- 
tiality. By budgeting the time, they 
were able to help the men to concen- 
trate on the more important custom 
ers and secure more business. 

When an intensive call reporting 
system like this is not necessary, many 
concerns drop down a simple call re- 
port form which lists the compan) 
only. Most sales managers insist upon 
the men sending in the reports ever) 
day which is an important factor in 


securing accuracy. When men get 
behind in recording their calls, they 
must use their imagination and then 
reports are naturally worth very littl 


On the other hand, even in this 

stance, one sales manager reports (hat 
if a salesman reports companies h« lid 
not call on, his active reporting l 
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Data Available Plans for 1941 
7 ‘ . . 
of Natural Construction Material 
Source material for sparking copy \ suide for advertisers who like _ = - | 
dants that will rine true with te tie in with editorial leadership | 
chemical engineers | FCASE STUDIES | Valuable tips on how to prepare 
| result-producing advertising for 
‘ ‘ | » Ch & Met arket 
' The following “Reports” will key- Ge Caen sii ection 
What is the single most outstand 2 , ‘i S | 
haracteristic of Process Indus-| te the monthly issues of Chem &}/ Actual Experiences 
g marae ‘ ‘ | - i J t : ’ 
huver How can you separate | Met and focus your prospects’ interest f " | ort One of the renal functions of 
rs t Ss ‘ 
puy ‘ ee | e Ss é | he California Redwood Association 
big, important buyers from the during 1941 o naustria — 
&: ' Ady rtisers of San Francisco is promoting the use 
—_— Mett ate Jobs for Chemical Engi- : . ’ ‘ of redwood as a construction mate 
- Chem & Methas| neers in National Defense where rial. A little over a year ago Philip 
made a sincere at-| they are, training necessary, men re- | For further information Farnsworth. the Association’s adver 
mpt to answer . alarie : ; 
| - ‘ ) quired, salarie ; si write The CHEMentator | tising consultant, and S. R. Hutton of 
these fundamentai FEBRUARY acls Ane imures oO : 
a “7 “In nctiiaien iad tale aie TT CASH RESULTS the inside story of | Erwin, Wasey & Co., the Associa 
4 Cstions c té ¢ te é Ss ’ ° ’ . _ . 
Saas s Biggest MARCH — Electronic Devices for| 4 Palt-Page advertisement that pro-| tion's advertising agency, went into a 
( ee ee 2 ‘ < ce 2 . . 
) 'duced directly traceable orders for| huddle on the use of advertising to 
Buyers are Shop-| Process Control. levelop »preciation of redwood's 
ping In this 32 \PRII Midwest Develé pments in 220 speed reducers. develop an appreciation ¢ € 
: - d aiwes erero é 5 : 
4 cade i. licked ae Peas: Se be SPACE BUYING MADE EASY the in-| qualities in the chemical industries 
age, 2-color, % Ca cess dustries em- : : 
teresting story of an advertiser who In chemical industries, liquid hand 
lustrated booklet,| phasis of National Defense on this _— Thosssads 
rn the typ of equip- | territory demands a re-inventory discovered the one best medium for] ling ts a major operation, Phousa 
iis ica 4 cs ¢ ‘ c ) ae ‘ ‘ = c ‘ . ‘ 
™ j - Swen MAY Plant I oe j his sales story through copy that was | upon thousands of tanks, vats, cool 
Ot I CEMmans, Eames — » a SATO, NC, om rly si id lete with de- | ing towers and other pieces of liquid 
{ potential tomers, and how | Construction urrent development a a oe . 
ccest Pp entia custo Crs, « 4 ) ONS ai } 4 ec ae a 5 Ss ‘ 5 . . . 
| tails and sidelights. handling equipment are in use. 
sell within a plant ind trends in building construction : “ ; ' 
. PULLING INQUIRIES WITH “TELL ALL amatize » 
If you would like a free copy, and related service equipment. , ‘ ~ i i Dramatizes Redwood Jobs 
. . » 7OW a consistent sMa space aad- " . 1e 
rite The CHEMentator today. The JUNE Water Treatment for Boiler : ay * Phe advertiser, with its agency, de 
supply is limited, id Process Use. pati omy a * * h hi suc T vised an idea for an advertising cam 
ug »py that brought him as , 
wou Southern Det elopments. cess thir yee i ° a UE . paizn that really dramatized the jobs 
P as 255 inquiries per insertion. —— 
Pum ) Articles Offer aU GUSt— Power for Process Plants.|™@") *° mi. welll. that natural, high grade redwood is 
| SEPTEMBER West Coast Develop-| Ad : ~ particularly well fitted for 
. . » » . 
Stimulating Ldleas | ments in Chemical Processing. dvertisers . They picked Chem & Met as the 
OC TORER Opportunities and De Tell vour customers and logical purveyor of this idea to chem 
GL. Montgomery's article, “How velopments in the Field of Syntheti prospects all in the greatest ical plant Management, chiefly be 
tcess Industries Are Meeting Their Oreantce Chemicals. “TELL ALL” issue of the cause this publication has recognized 
r — ) , Ay ; | 
Sater Supply Problem,” in Septem NOVEMBER 8th Chemical Expo year Chem & Met's “Facts the importance of construction mate 
‘Chem & Met outlines the broad : ials »| ; , 
‘ at f . . in relation to operatin costs 
al saison and Figures of American ales . I 5 
eds of chemical industry for water DECEMBER Chemical Engineering Chemical Industry. III.” and contributed notably to manage 
manutacturers of pumps, valves, Equipment Costs, Obsolescence, De Coming in PeRnnae | ment’s apreciation of the advantage s 
de liquid level control equipment, preciation and Replacement Policies. ‘ be derived from the proper selec 
W meters and other types of liquid —— ftion of materials 
indling equipment this article offers —ae . a . ‘Be oof With a promising market and a 
“(Clicked 
luable surgestions his Campaign AUCKE . publication almost custom cut for the 
This is the first of three articles by job, a schedule of six full page color 
Ve 
ir. Montgomery on this chemical en = bleed advertisements was developed 
mee non Sz ' 
cineeriny hlem. The second. “Wa yon of construc Mechanical Draft Cooling Towers cz MAUSER-STANDER which told, with illustrations and 
r DD — — 
Pumpir Equipment in the Process concise text, the stories of some twen 
nal ™ etowooo a = 
‘ustries, appeared in October; the a t Guty ane ty-five specific uses of redwood 
' Intra-Plant Pumping Problems ere Specity An interesting feature characteriz 
Dr wooo 
Equipment.” will be in the De ame perenne ing each of these six advertisements 
mber | soerpment 
Der isu = 2 sin was a coupon listing twenty-five en 
“tom tear sheets are available : gineering bulletins covering storage 
in . . 
4 The (HEMentator will honor novo tanks, treating tanks, floors, wood 
res . + 
, Wests for them. long as they al “ pipe, lined metal pipe, roofs, cooling 
ast 
; ’ towers, refrigerator rooms, fire doors, 
UNION 
vmeta co stock chests, stacks, rifflers and wiers. 
by Mal imturer who fails tt) ex Tytaee| pwOOd J stretcher frames, and chutes The 
“ne every etfort to get every possible a whole series was effectively tied to 
' is sing a chance, not so| The 3-page cooperative advertisement pictured above shows how Caiifornia — by the use of a red bleed bor 
ich ° ° de , . » 
id immediate extra profit, but| Redwood Association is successfully promoting the use of its products} °°" simulating the rip-cut redwood. 
additios : . , : ; ° : . a 
‘ om goodwill which may throughout chemical industries for tanks, vats and other liquid handling Fabricators Induced to Tie In 
ve in ! . . ° . . . 
, 1 well after the defense buy-| equipment. This is only one of six effective advertisements which appeared rhe six advertisements appeared 
* SD ury . - . , 
Phlurge over in Chem & Met during 1940. Agency: Erwin, Wasey & Co. (Story above.) (please see other side) 
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In October the advertising of 212 
firms appeared before a highly ap- 
preciative audience of 17,000 ( hem & 
Met subscribers. Here are a few high- 
lights from a notable selling pertorm- 


ice 


that justifies increasing faith in 
ot 


the future industrial advertising 


the me who write tt 


Headlines That Click 


Beginning of 


ind 


Kye witness to the 
Disaster That Never Happened” 
Industrial Glass 

( ot the Beet | 
Ca 
the ‘Lags’ of 
tmerican Metal Hose. 
Built Right First 


Numara and Co 


Py 


en 
I he 
Stew 


Hose 


ase Burned 
(rane 


for Industry ! 


1) 
Available 

(1) A engineer.ng hand- | 
book on chain drives: (2) An engi- | 
neering handbook on elevators: (3) | 


Kree Literature 


YO- Page 


plant equipment and greatly increase 
rf 


produ ts by using Master Motors built 


the saleability of their motor driven 








t 





This single page, black and white adver 
tisemtent of the Swensen FEraperater Ce 
prepared by the Fenshole Co., Chicage 





if 
| 
if 


| 
z 


\ 42-paze booklet giving practical | 
money-saving mlormation on open! ’ 
ear and wire rope lubrication; (4) 
\ 24-page book on the control and 
collection of dust in industry 
Copy that sings 

Thousands of men like you have 
found that they could make really 
remarkable improvements in their 


sociation 


writing, response to the special effort 


age disposal works, consultants, and 
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. LUMBERING 1S THE MOST 
® HAZARDOUS nornmar 


OCCUPATION ~ CHEMICAL 
MANUFACTURING ONE 
OF THE LEAST. 

























MOSQUITO PROOF STOCKINGS 

RESEMBLING FINE SILK HOSE AND 
MADE OF A SPECIAL CLOSELY KNITTED 
SYNTHETIC MATERIAL, ARE NOW AVAILABLE. 










EXPLANATION OF THE ABOVE CARTOON: Though much in the 
news recently because of sabotage, chemicals manufacture is far down the 
list of hazardous occupations. Extreme care and modern protective devices 
the Prevention, Oct. Chem & Met). Synthetic 





are reason (Safety and Fire 


page 1) with requests for more information. 

The campaign created interest Such inquiries are important,” says 
among buyers in the Chem & Met) Mr. Farnsworth. “but thev are by no 
market right from the start. The As-| means a full measure of the results 


received directly traceable of this effort. On the basis oft directly 


nquiries from traceable results alone, however, the 


14 states, and, at the 


important companies 


n time of this | campaign has more than paid for it-| 


self 
are not yet finished, we are planning 


Though tinal schedules for 1941 


n the September issue had not yet 


reen recorded on continuing the Chem & Met series 


Chemical companies, refineries, sew- | in its present form, but with increased 
| 
frequency 















SEE-SAW 


Inquiry Cost UP — Sales Co- 


t dow: 


Many advertisers expect en 
vertising to comb the broad heid 
industry for the names of worth-wh 
prospects. 

Such inquiries need not he mal 
of chance. Any reasonably attra 
offer in any of the great mass pub 
cations can count on from six 
dozen inqgftiries from every hund 


people that read it (read V1 
publication it’s in), depending on 
strength of its appeal. 


Such returns are a definite, prov 


reflection of the law of Averages 
work, 

This same Law eoverns inqui 
from industrial advertising. Bui 


the more concentrated industrial he 


u here the importance of readers m 


than off-sets their lack in numb 
the normal average of circulati 
stretches from days and weeks 
months. 

This characterisuc 


of madustr 


markets the difhculty 


checking advertising’s direct 


increases 
rest 
since it requires a comparatively k 


time to bring them out complete! 


Naturally, 


the only ones worth spending mo 


intereste d MNGHITES 


to get. So lone as business closed w 

















vv anes quactly Che lacvwedeel se- silk, mosquito-proo{ stockings, and writing paper made of potato leaves paid for is the ultimate object of 
quirements of each job You, ti), j f J ‘ j ] , C » t j | vertising, wis COST PER-SALI 
can lower costs, improve the appear are only two of the sebevesteng new developments in Germany as reportes iiein semenlion of thew iain 
ween. efliclamee ood esieene af wane 1 October by Chem & Met's foreign correspondent. Odd facts like these, ad nal 
product your plant equipment. In avatlable for almost all kinds of products, have been published at one time | / 
vestiaate Masters The Master | ® another in Chem & Met. If you would like to use some of them to lend It takes copy carefully molde 
Electric Compan) color to your advertising, the editors of The CHEMentator would be glad | the minds of your worthwhile pr 
Seest Guocstunion to help you find them. pects, in ‘ — that — 
———————<—— _ — — - — a sympathetic Dackground tor 0 
Industry Mobilizes lor Detens * * ‘ ** , 
ind looks to modern gas equipment | Advertising Success Story Kight Men Y ou May eso th apt “vi prod 
speed up production | Continued from preceding pag: , Rn . — S ‘ oug at com! ns : ‘ 
—_—— Be Selling To Soon) variably raises the Cost-Per-ING 
Imerican Gas Assoc.\ the February, March, April, May, “ RY 
Inducted into Hard Service | July and September issues of Chem 
imerican Meter Co.) &® Met Here are the types of men you 
Detense Time is No Time to Fool 4 definite effort was made tw in- each with advertising in Chem & Met 
Around duce some of the fabricators to tie. (4 few new or renewal subscribers of 
Oliver United Filters | in with the final 1940 advertisement the last month): E. D, K-—Chemical 
We Nominate For the |which appeared in the September Engineer, well-known = and gaso 
\D OF THE MONTH Materials of Construction Report’ line company E. P. Chemical 
lnumber of Chem & Met. The Asso- Engineer, midwest public utility 
l ciation offered wo cover the addi-| ®- E. ¢ Chemical Engineer, radio 
[tional costs of color and bleed for manufacturing and broadcasting com 
lop-Feed Filters | fabricator advertising, and the result P# FE. H.R Br. Mer. cement 
|was a three-page unit displaying the , CO™P4M) C. R. P Vice Pres., 
rip-cut redwood grain border and chemical company R. E. S. 
| the tie-in advertisements of Foster Chemical Engineer, large paint com 
Wheeler Corporation of New York, Pa PF. I Mer., chemical com 
The Hauser-Stander Tank Company | H. A. P. Mer., dyestuffs 
of Cincinnati, J. F. Pritchard & Co mfr 
of Kansas City and the Union Lum 
ber Co. of San Francisco (see picture equipment manufacturers responded 
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chemical engineers in the Chem 
Industries, It cor” 
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nomics. Branch of fices are leew 
in Boston, Philadelphia, ¢ levelan® 
Atlanta, Detroit, Chicago. St. 
San Francisco and Los Ante 
1BC—ABP. 


ical Process 
























dow: 





Hil 
ul * 
pd 

Chem 
core? 
{ # 

peal’ 
elan 

Lou's 
gore 


make him remember them and plan to 
call soon. 

Now coming to the problem of in- 
side office records. Most concerns find 
it is best to post calls in permanent 
records—standard card files or visible 
systems. It is very helpful if this in- 
formation may be posted in some 
record which also reports sales so that 
the value of calls can be measured by 
the return in dollars. 

To make the record keeping as sim- 
ple as possible, more and more com- 
panies are not recording the date of 
the call, but merely use a simple mark 
which serves very well. 

In many cases sales management 
plans the number of calls to be made 
on each company with the salesmen 
at the beginning of the year, and then 
totals the calls actually made in order 
to secure a rating of actual perform- 
ince compared with planned perform- 
ance. It is usually well to have a 
territory big enough so that the 
planned calls will always run from 
ten to fifteen per cent more than the 
actual calls and in this way the sales- 
men will always have something for 
which to strive. 


Special Industrial Session 
At AMA Meeting, Dec. 28 


Industrial advertising and marketing 
ve been given an important place in 
e annual conven 
of the Ameri 
Marketing Asso- 
ution, which will be 
eld at the Stevens 
Hotel in Chicago 
December 26-28. A 
pecial session will be 
eld Saturday morn- 
g, December 28, at 
o'clock to discuss 
portant phases of 

subject 
Among the speak- 
who have been 
ounced for this 
sion are M. J 
ins, Evans Associates, who will speak 
“A Case Study in Industrial Market- 
” reviewing the reasons back of im- 
rtant changes in advertising and sales 

grams as a result of research 
Arthur C. Weick, president, A. C 
ick Company, will apply the subject of 
arch to distribution in his address, in 
ch he will show how the distribution 
gram for a new product was set up 
after extensive field study to deter- 

the best method to be adopted. 
1. H. Simmons, advertising manager, 
ne Co., will speak on “Building an 
istrial Advertising Campaign.” He is 
cted to describe the system of checks 
ed to all product campaigns to insure 
inclusion of all essential features in 
e industrial advertising. 

‘eil C. Hurley, Jr., vice-president, In- 
ndent Pneumatic Tool Company, will 
discuss “Industrial Marketing Under the 
Veiense Program,” showing management's 
oins toward normal marketing activ- 





H. H. SIMMONS 


ities in a period of unusual activity in the 
production of defense goods. 

G. D. Crain, Jr., publisher of INDus- 
TRIAL MARKETING, will be chairman of 
this session. Industrial advertising and 
sales executives in the Chicago area are 
invited to attend 


C. J. Foley Joins 
"Hospital Management” 

C. J. Foley, for the past three years 
with Group Hospital Service, Inc., St 
Louis, has joined Hospital Management, 
Chicago, as associate editor. Mr. Foley is 
the son of the late Matthew O. Foley, for 
fifteen years editor of Hospital Manage 
ment and founder of National Hospital 
Day, now universally celebrated by hos- 
pitals all over the country. Dr. T. R. Pon- 
ton is editor of Hospital Management. 


Promotions at Caterpillar 


Donald A. Robison, formerly general 
sales manager, has been appointed vice 
president, Caterpillar Tractor Company, 
Peoria, Ill., with administrative direction 
of all selling and advertising activities 
Gail E. Spain, formerly the manager of 
the sales development division, has been 
promoted to general sales manager 


Cahill to Gits Molding 


C. N. Cahill, formerly general manager 
and sales director, Autopoint Company, 
subsidiary of Bakelite Corporation, and 
later president, Chicago Venetian Blind 
Company, has been made vice-president 
and director of sales, Gits Molding Cor 
poration, Chicago, manufacturer of injec: 
tion molded products. 
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The FEATURE ISSUES of the “B. P. I. C. export 
magazines in January will afford waste-free cover- 
age of the production and service industries, and the 
drug trade of the Spanish reading countries—and 
of the automotive trade in all world markets. 


Advertisers will benefit by intensified reader- 
appeal and bonus circulation at a time of excep- 
tional demand for products of the United States. 


Advertising space is now being scheduled—no 


advance in rate. 


*BUSINESS PUBLISHERS INTERNATIONAL CORPORATION 
330 West 42nd Street, New York City 


% 
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By E. B. RUBIN 
Richards & Rubin 
Editorial Consultants, Chicago 


Au Appeal for Simplicity in 
Aduertising Cony 


To avoid any possible misunderstanding, advertising 
copy should be written in carefully selected words 


@ WHAT would you think of an ad- 
vertisement for a good product which 
was offered for sale at a reasonable 
price in carefully selected and wisely 
chosen English which suddenly slip- 
ped into ancient Sanskrit? How would 
this be any different from an ad for 
sheet metal workers which tells a 
good story about a good product called 
“Prefabricated Ducts” and _ which 
speaks very proudly of “predetermined 
engineering”? 

“Some dumb copywriter,” you'll 
say, ‘““was responsible for that boner.” 
But you'll be wrong. That copywriter 
did what all others do. He used the 
words of his vocabulary and took it 
for granted that everyone who read 
This is 


an unconscious process, of course. 


the ad would understand it. 


Perhaps he thought that a specialized 
trade would understand a specialized 
word. Somewhere at the upper fringe 
of a copywriter’s vocabulary are a few 
words which he is proud of—words 
which he knows that an average per- 
son will not understand. These he 
avoids. The picture can be best 


shown by some numbers. 


Aver ige education ot Americans. .7 years 
Average recognition vocabulary 

of seventh grade students. . 9000 words 
Vocabulary or college 

graduates ........ 45,000 words 
Vocabulary of copywriter 

(obtained by adding 10° 

to the figure f eg 

grads) ... ..49,500 w 
Dange us W ! ‘ 

lary of pywriters .. . 40,500 words 


Is it any wonder then, that copy- 
writers often slip in a word which 
is easy and simple to them, but which 
falls into that group of 40,500 words 


with which the average adult is not 
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familiar? Too often this important 
fact will be buried under such no- 
tions as the educational value of ad- 
vertising, coinage of new terms to 
identify products, etc. 

Copywriters are pretty smart peo- 
ple. They are well-heeled with words 
and ideas of all sorts. They can tone 
a bit of copy up or down at will. 
Presumably a good copywriter knows 
how hard and how easy the words he 
uses are and he makes a conscious 
choice. That he is not very success- 
ful, or that he is not always success- 
ful can be discovered by studying the 
ads in trade publications particularly, 
and in most other fields as well. Be- 
fore you try such a study, however, 
you must know what standards to use 
in order to judge the difficulty of 
words. 

We need no scientific method to tell 
us that “plenipotentiary” is a hard 
word. Just for fun, though, let’s look 
it up in available studies. The Thorn- 
dike list tells us that “plenipotentiary” 
is a hard word and that there are at 
least 16,000 other words which are 
more common. Yet, as obvious as 
this is, many similar words are used. 

Several years ago the surface and 
elevated lines of Chicago reached an 
agreement for transferring from one 
form of transportation to the other. 
People who ride the elevated can now 
transfer to the street cars inserting 
their transfers in a time stamp which 
works automatically. When this sys- 
tem was started porcelain signs were 
prepared at great expense which read, 
“Validate Transfers Here.” These 
signs were placed above the time 


stamper, but to no avail. The system 
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did not overcome the confusion which 
resulted until new signs were rushed 
through which read, “Stamp Trans- 
fers Here.” This is an extreme but 
actual example of the possible harm 
which can be done because of a lack 
of understanding of the difficulty of 
words. This example, however, did 
not cost anywhere near as much as do 
those very expensive advertising cam- 
paigns which are doomed to failure 
at the very beginning because per- 
haps only one word is above the heads 
of the average readers. 

By using one or more difficult words 
you handicap yourself to a very large 
degree. If the language you use is as 
understandable as possible without be- 
ing childish, then you are hitting one 
hundred per cent of your market. If 
one important word is understood by 
only eighty per cent of adults, you 
are automatically eliminating twenty 
per cent of the possible effectiveness 
of your copy. 

This is one case where the educa 
tional field is ahead of the advertis 
ing field. Much money and years of 
careful work have been spent to pre- 
pare studies of word difficulty. Among 
available studies are the Horn vocabu 
lary, the Free-Association Study List, 
the Jones List, the Tidyman List, the 
Studley-Ware List, the Payne-Garriso 
List, the Bauer List, the Basic Writing 
Vocabulary, the Gates Vocabulary, 
and the Thorndike List. 

Many text books have been writ 
ten in such a manner that not a sing| 
word is above the level of the reade 
Those advertising men who refuse to 
recognize that here lies a golden o 
portunity for the profession as a whol 
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ales Load 0” 


Today, more than ever before, advertising must 
carry more of the selling burden. It breaks through 
the barriers of red tape, it doesn’t get shunted to 
an “assistant,” and it can carry a selling message. 
BUT — it must tell the right story to the right man. 


The Right Story: What is Good Copy? 


“Busy” advertising must be specific. It must answer 
the prospects’ questions about your product. We’ve 
said that before, and Hartford reports echo that 
statement ... 


“We want Facts —“Is that a single or double pole 
switch?”. . .“‘What’s the range of sizes on those 
floodlights?”. . .““What’s this gadget for?”. . .““That 
screw-lug feature makes wiring easy!” 


“We want News —“It’s my business to know about 
new, money-and-time-saving equipment.’’. . .“‘First 
thing I look at is the new equipment section.” 


“We want Installation Photos —“That’s a swell pic- 
ture. Shows before and after. I like that.”. . .““I keep 
a file of installation photos. Used it for a Socony 
job just a while ago.”. . .““Give me pictures of the 
equipment on the job!” 


The Right Man: Who Specifies and Buys? 


Practically all industrial electrical expansion work 
is being handled by two groups of men: 

In the largest plants, plant chief electricians and 
their staffs handle the expansion of existing facil- 
ities as well as general maintenance. But even these 
companies let out their new construction and big 
expansion work when it is beyond their capacities. 

Electrical contractors serve the big plants — for 
the big jobs —as well as the medium-sized compa- 
nies not large enough to have their own electrical 
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staffs. These contractors are vitally important buyers. 


ELECTRICAL CONTRACTING serves both these 
groups— because it recognizes the similarity of 
their problems and interests. Its 16,000 primary 
readers include over 8,500 leading contractors and 
5,000 plant chief electricians. It is the only maga- 
zine offering nationwide service to the community 
of interest between the electrical contractor and 
the plant chief electrician. 

Through ELECTRICAL CONTRACTING, the 
right message sells the right man. We'll be glad 
to send you all the evidence! 

















Electrical Contracting offers 
a TWO-WAY approach! 


By serving not only the electrical contractor, but also 
the plant chief electrician, Electrical Contracting reaches 
the big industrial electrical market from two angles, 
offers advertisers a doubly strong selling medium. 

And — most important — your sales message gets by 
closed gates and reaches the men you must sell! 
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are being expensively blind. These 
studies support each other in the main. 
If Thorndike says that a word is dif- 
ficult, the other researchers tend to 
find the same to be true. 

It is not necessary here to go into 
the technical and scientific methods 
used in these studies. The important 
thing is that a new and valuable tech- 
nique is now available to the advertis 
ing field. The crying need for a 
yardstick to measure word difficulty 
is now satisfied. It only remains nec- 
essary to keep abreast of developments 
and to learn how to use these tech- 
niques. 

It isn’t enough, though, to buy a 


book. 


studies, true enough, will tell you that 


Many problems still exist. The 


“adjacent” is a word which does not 
appear until rather late in the edu- 
cational life. It takes broad experi- 
ence plus a certain knack to think of 
a good substitute such as “next to.” 

Another problem which can become 
very acute is to be able to simplify 
without becoming childish. Copy can 
be made understandable without lead- 
ing the reader to feel that he is being 
talked down to. Only experience and 
ability can solve this problem. 

Still another difficulty is to avoid 
stilted and formal words and phrases. 
Such words are often common and 
easy enough, but are just out of place 
anywhere but in a marriage contract, 
formal business letter, or diplomatic 
“Indubitable” is a 
Thorndike found 15,- 


000 more common words than it. 


correspondence. 


difhcult word. 


Over and above its difhculty, however, 
is the fact that only a school teacher 
would use it. Words like these must 
be avoided in writing copy. 
Some words are very easy when 
spoken, but entirely strange in print. 
“Homey” is such a word, and I won- 
der how many readers know how to 
spell “kimono”? “Kimono” is a hard 
word to spell because, if you stop to 
think about it, you have often heard 
it spoken and may have used it your- 
self in conversations, but rarely is it 
sen in print. You can verify this 
iact by asking your colleagues to spell 
the word for you. Other such words 
which most people misspell for the 
rarefy, 


same reason are: liquefy, 


naphtha, tranquillity, and supercede. 
If they 
spell all of these words correctly, their 
background must be quite 


Try these on your friends. 
literary 


broad. 
To make the point of this article 
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concrete, advertising agencies should 
develop some plan of editing copy by 
methods such as here described. It is 
probably too much to expect a copy- 
writer to write good material and to 
be a word technician as well. A sep- 
arate editing procedure for making 
copy understandable can give real re- 
wards. Not only is it a form of ad- 
vertising insurance, but it is also a 
subtle competitive device for agencies 
Those who keep 


developments 


to use. agencies 


abreast of in related 
fields have more to sell than do the 
others. 

If you still feel skeptical about this 
point of view, remember that copy 
written at the high school level from 
the standpoint of vocabulary alone 
automatically cuts off about forty per 


cent of the market. The recognition 





of the inability of present methods 
to cope with this problem is the first 
step to its solution. You may disagre« 
with the specific recommendations of 
this article, but you certainly must 
understand what it says, since, with the 
exception of examples and the word 
“Sanskrit,” every single word in it can 
be understood by the average adult 
with seven years of schooling. It may 
lack glamor, but a good copywrite: 
can furnish that. 

If you prepare copy only for people 
at the college level, then you needn't 
worry about the subject of this article 
If you are selling to any lesser group, 
a tailor-made vocabulary can be ex- 
pected to have greater success than a 
ready-to-wear one. Dollar words are 
all right for dollar products but are 
useless in selling candy. 





[| CONTINUED FROM Pace 30] 


Helping Sales 


cally our own advertising on the basis 
of these questions: 

1. Is the advertising geared to the 
market? This means relatively accu- 
rate market information, basic to 
schedule decision and type of ad- 


Would a broad gen- 


How 


vertising used. 
eral program be applicable? 
much should be spent on each market? 

2. Does it hit hard on the products 
the salesmen want to sell as a result 
of company policy, or is it lukewarm 
or off the point? 

3. Does it appeal to the buying 
motives of his customers? Assump- 
tions are dangerous. Discover buying 
motives from the salesmen, by sur- 
veys, or by personal calls the approach 
most effective in each market. 

4. Is high pressure technique need- 
ed with a large inquiry response, or 
must frequently repeated purchases of 
relatively small quantities be sought 
or protected? 

§. Is it likely to help save the 
salesman’s time? ‘This is a very real 
field problem. Selective selling, where- 
in definite account assignments are 
made, makes necessary dependence on 
advertising to help sell other accounts 
infrequently seen. 

6. Should the advertising appeal to 
executives, to operating men, or both? 
The situation with each supplier must 
be determined based on field data of 
the part played by both in determin- 


ing purchases. It must be kept in 


mind that the problem varies with the 
type of customer. 

7. How much attention should b 
given to outside data and surveys in 
planning and executing a program? 
Primarily for checking purposes and to 
supplement own data which need not 
be elaborate nor costly to secure. 

8. Can the advertising fit itself 
into the sales training program, direct- 
ly or indirectly? Why not; this is a 
plus value. 

An important part of any advertis- 
ing program is to get the salesmen to 
use it to greatest advantage as a sales 
tool. If the advertising is helpful to 
the sales force, they will use it, al- 
though at first a program of convince 
ing them of its value may be neces 
sary. The degree to which the adver 
tising is used by the sales force may 
be an excellent answer as to whether 
it is helpful. 

There is nothing more effective in 
sales promotion than having salesmen 
observe a good example of selling at 
work whether personal or inanimate. 
Advertising can help the sales force 
most by doing what they do better 
than most of them do it. 





Hague Now with DuPont 

Donald L. Hague, formerly with Fu 
& Smith & Ross, Inc., Cleveland ager 
is now associated with the advertising 
partment of E. I. duPont De Nemour 
Co., Wilmington, Del. 


¢ 


Co-Operative in Cincinnati 

Co-Operative Displays, Inc., mentioned 
in the November issue in connection with 
the Armco exhibit at the Nationa! Meta! 
Show, is located in Cincinnati and not 
Cleveland. 
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VE THE LEADERS 


To the industrial leaders who long ago saw the emergency, planned and 


are now able to meet America’s need for more and better products, 


we pay sincere tribute. Tribute is due likewise to equipment and ma- 


terial producers whose alert cooperation has made possible many of the 


giant strides of progress which mark the process industries as leaders. 


Day by day as messages come over the 
wire or by mail we see these process in- 
dustries in action. Capacity to be doubled 
or tripled here...an import to be replaced 
with a new domestic product...an estab- 
lished plant being reequipped . . . or an 
entirely new process going on tonnage 
basis ... these are the signs of genuine 
industrial leadership. These process indus- 


tries are marked by far-visioned leader- 


Through a quarter century we have been privileged to serve 
manufacturers of equipment and materials as well as their 
customers and prospects throughout the process industries. 
In more than 11,000 plants, the CHEMICAL ENGINEERING 
CATALOG offers you the inside track to business in constantly 


increasing volumes as these industries step up production to 


meet the national need. 


/CINEERING CATALOG 


NEW YORK CITY 


ship, willingness to spend heavily, and 
promptness in action. For the men who 
make this progress possible, there is 
always a CHEMICAL ENGINEERING 
CATALOG available. Today's leaders 
learned to use CHEMICAL ENGINEERING 
CATALOG way back in college years. 
Today, with time-saving vitally important, 
inside buying starts with CHEMICAL 
ENGINEERING CATALOG on the table. 
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Spending Excess Profits 
for Advertising 


© WHETHER to dip into excess profits for 
advertising purposes rather than pay them out 
as taxes has wrinkled the brow of no small num- 
ber of advertising men and their superiors. In- 
quiries arise from all directions as to just how 
far one may go in spending these “forty-cent 
dollars,” as they have been termed. 


It has been dificult to get any reassurance as 
to how U. S. Treasury tax experts may treat 
unusual bulges in the advertising account, but 
in Washington it has been learned that consider- 
ation is being given to an amendment to the new 
excess profits tax law to curb abnormal expendi- 
tures for advertising. At the same time there 
seems to be no desire to curb reasonable increases 
in advertising and sales promotion activity which 
may be justified by expanding markets and in- 
creased purchasing power developed by the de- 
fense program, which is considered very desirable. 
It is held quite probable that the legislation 
now being considered by the Treasury Depart- 
ment may set as a basis for computing allowable 
advertising expenditure deductions the average 
expenditures for the four preceding years. 
Should any action come from these discussions, 
however, it is not expected until after the first 
tax returns are due under the new law, March 
15 next, which will allow the tax experts to ob- 
serve what advertisers are doing along these lines. 

There is no good reason why increased profits 
should not be used for advertising purposes. In 
fact it would be difficult to find an advertiser 
who could not do so judiciously, as during the 
last few years practically all of them have been 
operating without some phase of promotion 
which would contribute greater effectiveness to 
what they are doing. Some advertisers have been 
running rather weak and skimpy publication 
schedules; others have needed new catalogs, per- 
haps a motion picture or a slidefilm, or some of 
the numerous sales tools which not only make 
selling easier but more economical as well. 

Thus there are plenty ot opportunities for 
spending additional advertising funds, and in a 
manner which would be of definite benefit to 
industry and the country alike. The main point 
to observe in appropriating excess profits for 
advertising would seem to be that it be done 
for needed and good purposes and not merely as 
a means of dissipating the money which other- 
wise would go for taxes. 
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Opportunities for 


Smaller Companies 

@ ONCE AGAIN the sun shines brightly for 
the small company which under normal eco- 
nomic conditions frequently bemoans its inability 
to compete more successfully against larger com- 
petitors. The opportunities today are even 
greater than they were during the last war 
period because of the experience gained during 
it. Today there is no excuse for the smaller man- 
ufacturer not making the most of enlarged 
marketing possibilities due to restrictions now 
being experienced by a big percentage of the 
larger companies which have been first to feel 
the effects of the preparedness program. 

A number of companies which today are con- 
sidered among the most successful in the coun- 
try ascended toward their present position of 
leadership during the last war as a result of their 
aggressive and sound marketing work. With the 
removal of their stiffest competition through war 
orders they stepped out and picked up a lot of 
business because of the service and deliveries they 
were able to render. From that point on they 
maintained intelligent customer relations and 
product quality which has held the business for 
them to this day. Along with this they estab- 
lished themselves as factors within their indus- 
tries and increased their standings and impor- 
tance in the public viewpoint with the aid of 
sensible advertising and publicity. The pattern 
is clearly drawn and waiting for others to pick 
it up and follow it. 


Agency Service for 


Industrial Advertisers 
® SOME ADVERTISERS who pride them- 


selves on operating without agency service should 
blush for shame and quickly pick an agency. 
Some advertisers who operate with an agency 
should not mention it and quickly pick another 
one. Those who are not availing themselves of 
talented outside assistance are not being fair to 
themselves or their companies because there is 
no question but that the competent outside view- 
point and service of the proper agency for the 
account is of immeasurable value to any adver- 
tiser. Doing without them is a definite sacrifice. 
But agencies, like doctors, are only successful in 
their practice when they are selected by the 
proper clients. It’s like hunting for the shoe that 
fits, but in the meantime one should not go bare- 
foot in despair. 
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paragraphs :— 


‘Ahead for You 


OUGLAS G. WOOLF, Editor of Textile Worl 
introduction to the “Textile Modernization | or Def 
of the November issue, sounds a note of responsibil 
tunity for all manufacturers selling to » the ‘te 


re in his editorial 








“If you ean’t make money out of the i , = in AG here % 
year you never will be able to... Pa “ey 
“Your service to the industry ae vital Hag oy 








that of the textile manufacturers themselves. Unless you sell and 
_ service your equipment, accessories, supplies and what have you, 
effectively and aggressively, the industry itself will muff this ideal 









opportunity.” 


LWAYS a barometer of the activ- 
ity of the industry it has served 
since 1868, it is significant to note 
that Textile World’s net paid cireu- 
lation is now at the highest point in 
its long and useful history— 


“Xt the point of highest effectiveness 
in its job of helping the mills with 
their production problems— 

At the point of highest effectiveness 
in its job of helping manufacturers 
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The responsibility is clear—the opportunity is apparent. And from 
an advertising as well as an editorial angle— 


Textile World is Ideally Fitted to Help the Industry and You 


of equipment and supplies with 
their cultivation-of-the-industry 
problem — which naturally is why 
we feel that Textile World suggests 
itself as the nucleus of any adver- 
tising campaign you may plan as a 
means of increasing sales of your 
product or service to the important 
textile industry. 


For rates and publishing details 
write to: 


World 


5/ 





































































NIAA Conference Clinic Reports 





Contributing to solution of company problems; allo- 
cation of budgets; measuring readership; creating copy 


How Can the Advertising Department Contribute 
to the Solution of General Company Problems? 


Chairman: Donald M. Davidson, sales pro 
motion manager, The Fafnir Bearing 
Company, New Britain, Conn 


@ IF ADVERTISING MEN would stick 
their noses more into the actual, physical 
phases of selling, they would acquire an 
experience which would enable them to 
make genuine, practical, down-to-earth 
contributions to many general company 
problems, R. S. Reed, manager of sales 
development, Heywood-Wakefield Com 
pany, Gardner, Mass., asserted in opening 
this clinsc 

“You'll rub off a terrific amount of theo 
ries which everyone acquires sitting at a 
desk in his own little pigeon-hole,” he 
declared. “You'll find out what readers 
think of business magazines . . . how 
consumers buy what funny objec 
tions they can bring upon designs or 
constructions which seemed so perfect, so 
foolproof, so irresistible when unveiled in 
the sheltered, protected bosom of the fac 
tory. You'll write better advertising copy, 
too, because you'll know just how your 
prospects talk, what interests them most, 
and what problems you must help them to 
solve before you can sell them 

“Then, and only then, will your adver 
tising department be able to make con 
tributions to the all general factory prob- 
lems that will be listened to and respect 
ed. And the contributions you make will 
be much better also They ll be more 
practical! less theoretical . . they'll 
have in them the seasoning of a sales slant 

the power of personal contact and 
experience.” 

Mr. Reed doesn't feel that the adver 
tising department can contribute much to 
the solution of mechanical and production 
problems, and shouldn't be expected to, 
but when it comes to the matter of pub 
lic relations, any form of printed matter, 
consumer problems, and many sales, dis 
tribution, and customer problems, the ad 
vertising department should be in the fore 
front of the parade. Any type of sugges 
however, will carry much 

re weight with management if it knows 
that the advertising manager can actually 
go out into the field and bring in an order 
Therefore, Mr. Reed urged his listeners 
to add to their knowledge of salesman 

ip print the ability to sell in person 

Boyd Bullock, advertising manager, Ap 
pliance and Merchandise Department, 
General Electric Company, Bridgeport, 
Conn., discussed the subject in terms of 

e advertising manager's relation to sales 
les department, pointing out 
vat whereas the sales department tends 

shy away from definite plans particu 


, : , 
irly of long view nature, the advertising 


tions made, 


ind the sale 


’ 


manager should insist on written sales 
plans in order to prepare an effective ad- 
vertising plan. If the sales department 
will not make up the plan, the advertising 
department should do it for them and get 
them to agree that it is right. 

One way to accomplish this, Mr. Bul- 
lock suggested, is in the preparation of the 
advertising budget. The plan for the year 
for budget purposes should (1) state the 
situation or problem; (2) the objective 
to be accomplished; (3) suggest a plan or 
program for accomplishing it. Thus, this 
contributes to the solution of general com- 
pany problems by putting the entire sell- 
ing job on a more logical, sensible, eco- 
nomical, and intelligent basis. It puts the 
advertising manager in the position of a 
strategist—not asking for more money as 
such, but telling only what it will cost to 
do something everyone in the company 
wants done It gets everybody talking 
and eventually thinking and operating on 
a planned basis. 


There is a peculiar paradox in connec- 
tion with the advertising and sales de- 
partments, Mr. Bullock pointed out. Fun- 
damentally the purpose of both is the 
same, i. e., to make people think what 
they want them to think about their mer- 
chandise But the advertising manager 
and the sales manager are basically differ- 
ent in many respects. For example, the 
sales manager is primarily interested in 


sales of today, this week, this month, and 
at most, this year; whereas the advertis 
ing manager is interested some in sales 
this season, but more interested in sales 
and profits over a period of years. 

The sales manager is a tactician first, 
a strategist second. The advertising man 
ager is a strategist first, a tactician second 

The sales manager wants lower prices 

anything for volume. The advertising 
manager wants to allow a price at which 
goods can be made to move but high 
enough to allow strong promotion and 
advertising The sales manager wants 
deals and is interested in negotiations, 
while the advertising manager wants 
planned programs. 

Thus, in reality the advertising mana 
ger's philosophy is much closer to that ot! 
top management and should bring him 
closer to it personally. 

Sales problems should be approached on 
the basis of markets rather in terms of 
one customer at a time. In other words, 
group like things together, Mr. Bullock 
suggested. 

Presentations, he asserted are one of the 
advertising manager's biggest opportuni 
ties, not only to build a place in the su: 
for himself but to make for whole con 
pany thinking. By presentations he did 
not mean ordinary visual presentations 
but the dramatization of marketing and 
sales opportunities and product possibili 
ties with skits and stage presentations for 
which General Electric is well knowr 
Publicity stunts of broad character also 
are opportunities which the advertising 





"You know selling in print, now learn it in the field,” R. S. Reed, manager sales developmen! 
Heywood-Wakefield Company, told his audience at the clinic on “How Can the Advertising 
Department Contribute to the Solution of General Company Problems?" Others who con 
tributed to the subject were, seated, K. R. Sutherland, Sutherland-Abbott, Boston; D. M 
Davidson, The Fafnir Bearing Company, New Britain, Conn.; Boyd Bullock, General Electric 


Company, Bridgeport; 


and W. E. Irish, “Industrial Equipment News," 


New York. The 


clinic was sponsored jointly by the Boston and Western New England chapters of NIAA 
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® for 


“FINE-TOOTH COVERAG 


Thorough coverage of all construc- 


ConstTrRUCTION Dicest 


tion news and close contact with 
Indianapolis, Indiana 


Construction News the men who buy and use your 


Little Rock, Arkansas 





Dixie ConTRACTOR products have won cover-to-cover 


itlanta, Georgia . . . 
reader interest for Associated Con- 


IMPROVEMENT BULLETIN 


Minneapolis, Minnesota struction Publications . . . established them as re- 
Micaican Contractor & BuILpER ‘ . ° ° 

Detroit, Michigan liable and authoritative news sources and buying 
mate ane Conenecnen guides—each in its own field. Each Associated Con- 


Kansas City, Missouri 


Mississipet VaLLey Contractor struction Publication covers its territory completely 
St. Louis, Missouri 5 ‘ 


— a .. editors and reporters are in the field constantly . . . 


Boston, Massachusetts , . nr 
always in touch with the latest developments. To- 


Ono Vatitey Hicuway News 
Cincinnati, Cate gether, the 13 member publications of ACP cover the 


Rocky Mountain Contractor 


Denver, Colorado nation’s construction front with a fine-tooth comb. 


ST ( rh . ° ° 

Sourswast Buipss a Contaactor That's why the construction industry keeps posted 
Los Angeles, California » ; 

Pexas CONTRACTOR with regionals. . . . That’s why your story should 


Dallas, Texas 


a be told in Associated Construction Publications. 


Milwaukee, Wisconsin _ . , : 
These leading regionals offer: 1. Concentrated cov- 





in select construction markets of the United 


|_.,_ erage 
) «bl States; 2. Regular circulation audit; 
west De : iased editorial 
\- wica™ 3. Unbiased editorial program governed 
mi ty 3 
pm 
) 























Mic acto® 
‘ort F* , solely by news values; 4. Promotion of 
‘ “fe Vays as , ' . ' 
ky Mountain “histse [Ae advertising entirely on its merits; 5. Sale 
wo -¢or 4 ; pncosO# . ° , 
onftract “eGo * of space at published rates, without 






discrimination. 
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how they read, and why they read business 


papers are major points to be determined in making a 
readership survey of business papers, R. O. Eastman, New 
York research specialist, told the clinic on “Measuring the 
Readership of Business Papers,” 
and New Jersey chapters of the NIAA Detroit Conference 


sponsored by New York 


for the 


d of his company and himself Fool 

public relations work, however, should 
he ivoided 

Mr Bullock warned against getting to 
he too much of a service bureau and side 
important func 
idvertising manager can 





racked from the more 


tions which an 

perform He should know the company 
better than anyone else in it—=its history, 
personnel both at home and in the field, 
its policies, its objectives, and, of course, 
its problems The 


hould be the company's mouthpiece He 


talks to more people about it than anyone 


adv ertising manager 


else and what he says is recorded 
“Whether anyone knows it or not, you 
in be, and if you do your job as it should 
be done, you will be almost the most im 
portant person in your company,” Mr 
Bullock declared in concluding. “And by 
ung your job as I see it, your contribu 
tion to its solution of its general prob 
will be enormous.” 
The best contribution an 
in can make to his company is to show 
it how to make money, William E. Irish, 
editor, Industrial Equipment New, de 


lared in speaking from the viewpoint of 


advertising 


1 production man now in an editor's chair 
He distinguished between a budget, which 
ignifies idea, which 

ions proht, thus suggesting that adver 
tising managers talk to management in 
terms of ideas and their profit possibili 


expense, and an 


Mr. Irish believes that advertising men 
( be of great service to their com 
panies by bringing the outside viewpoint 
into the plant with regard to improving 
the product This can be done by taking 
one product at a time and analyzing it 
th roughly through the eves of the buyer 
ind user, ind then rendering a detailed 
report to all department heads for criti- 
cism and corrections These should then 
be discussed again with the users and the 
ocess continued until there is agreement 
improvements which would be desir- 
ible to the user and profitable to the man 


‘r as well 





Such work would result in the adver 
t inager know \ wre about the 
s products and their 1arketing 
ilities than anyone in the organiza 
ind w i t itically place him 
st t t positior l relation 
t ive ent as we is t the engineer 
tir departments Thus 
vould ide “product efhciency™ which 
ible if business 
‘ ‘ irks ( i in Da 
ted t ¢t it the idvertisir 
‘ t i t t tribute 






























































real knowledge of sales results and broad 
general viewpoint trom contact with all 
departments of the business and in the 
field. Gaining management's confidence, 
he said, may be accomplished by (1) con- 
stantly selling the value of the advertis- 
ing department's work, by reporting on 
everything possible such as plans, prog- 
ress, results, to all in the company 
remotely concerned; (2) by tak 
ing on new activities such as_ public 
and employe relations, market research, 
sales promotion, product and package de- 
sign, sales training, distributor relations, 
and numerous other activities; (3) by de- 
veloping close contact with field men and 
customers to broaden general knowledge 
and increase recognition of the company; 
personalize and localize advertising activ 
ities for each by proper interpretation 
circulation breakdowns; tie 
advertising in with sales talk; prepare sales 
meeting material and conduct meetings, 
too; develop new appeals for advertising, 
which also can be used in selling 


even 


even as to 


Measuring Readership of 
Business Papers 


Chairman: R. O. Eastman 


cialist, New York 


@ THE controversy of measuring reader 
ship of business papers developed into an 
exchange of views between advertisers and 
publishers in a clinic under the direction 
of R. O. Eastman, research specialist, 
New York, and Keith B. Lydiard, Alan 
B. Sanger Company, New York Agency 
After a challenge from the side of the 
publishers it was established that adver 
tisers would like to know the following 
about the readership of business papers 

1. How many of the kind of people 
the advertiser wishes to reach and are in 
terested in his type of product read the 
publications serving his markets? 

2 Why are these people reading the 
publications—what are they trying to get 
out of them? 

3. Advertisers want more qualitative, 
rather than quantitative information about 
publications 

One advertiser measures readership of 
publications by sending a letter to his pros 
pects advising that he is going to publish 
some valuable information about the ap 
plication of his product on specified sub- 
jects and would like to know in which 
publications the prospect would like to 
have it appear so he might read it. About 
twenty-five per cent returns are received 
and these are used as a guide to making 
up the list 

Some advertisers feel that the solution 
to the readership survey problem would be 
for advertisers of like interest to under- 
write private continuing readership sur- 
veys of the publications serving their mar- 
kets, this to be done by independent re 
search organizations 


’ 
research spe 


Budgets should be presented 
to management in small pieces 
in terms of plans rather than 
overall appropriations, the 
clinic on "Allocation of Bud- 
gets; and How to organize 
Your Work," sponsored by the 
Milwaukee chapter was ad- 
vised. Leading the session 
were Richard Harrison, Wau- 
kesha Motor Company, Wau- 
kesha, Wis.; Robert L. Hamil- 
ton, The Dumore Company, 
Racine, Wis., and Arnold An- 
drews, Bucyrus-Erie Company 
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Allocation of Budgets, and 
How to Organize Your Work 


Chairman: Robert L. Hamilton, sales and 
advertising manager, The Dumore Com 


pany, Racine, Wis 
@ WHILE THIS CLINIC 


great deal of discussion and aroused cot 
siderable interest, much of what was said 
proved to be a repetition of the report 
made on the clinic, “Prepare and Present 
an Advertising Program That Manage 
ment Will Approve (see IM, Oct., p. 48) 
However, of particular significance was 
the suggestion that where it is possible to 
get management's approval, an advertis 
ing budget reserve be set up in the same 
manner as that set up for plant expan 
sion machinery or engineering develop 
ment, so that when conditions call for an 
expanded advertising program, the adver 
tising department can dig into the reserv: 
to cover increased expenditures 

To determine how to establish a budget 
at various sales levels, Richard Harrison 
assistant advertising manager, Waukesha 
Motor Company, displayed a chart show 
ing the monthly moving average of his 
sales, which he plotted by taking each 
month's sales, adding to this figure the 
total of the eleven previous months, and 
then dividing by twelve. This is show: 
in percentage figures, using 1932 as the 
base year. This indicates the sales trend 
much better than a plain month-by-mont! 
chart whose violent fluctuations are ofter 
misleading. Another line illustrates th: 
advertising expenditures for the same 
period, also on a percentage basis wit! 
1932 as the base. Above this is ind: 
cated Time's index of business conditions 
a comparison with which reveals that thers 
is a decided similarity to the amount of! 
sales made, and that they follow the gen- 
eral business trend. This enables one t 
forecast with fair accuracy. Budgets ari 
established for various sales levels, based 
on past experiences and estimates of what 
can be profitably spent at the varying 
sales levels, not including any venture int: 
a new market with a new product. A 
yearly sales forecast is made and the 
budget is adjusted to this level, and 
monthly sales forecasts provide the basis 
for budget readjustment. This method 
was presented by Mr. Harrison to show 
how sales can be checked with advertis 
ing expenditures and then matched 
against a particular business index 

Concerning the subject of how to or 
ganize the work of an advertising depart 
ment, the point stressed most was th: 
desirability of delegating as much respor 
sibility to subordinates as is possible. Th« 
procedure suggested was a weekly pr 
duction meeting at which time work could 
be divided among individual members 
the department. 

“Time and money are the two tool 
with which an advertising man works 
one of the clinic leaders declared, “an 


created a 
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New York 


101 Park Avenue 
Tel: Murray Hill 3-5294 
Cc. WM. CLEWORTH 


Cleveland 


1836 Euclid Avenue 
Tel: Prospect 0505 
ELL C. BENNETT 

VALLEE BENNETT 


Chicago 


360 N. Michigan Avenue 
Tel: Dearborn 6803 
ROBERT W. WATTS 
THOMAS S. HUDSON 











for WHOM? 


% Editorial excellence is extremely important in business 
papers. It is the force that compels the busy executive to open 
the cover. It is the force that holds his interest until he has 
seen your sales message. Electric Light and Power has editorial 


excellence and it has a lot more. 


Electric Light and Power is read by KEY MEN of the utility 
field—men who are in a position to specify and buy your prod- 
ucts. Its utility coverage is 30 percent greater than any other 


paper in the field yet its space sells for 20 percent less. 


Your message in Electric Light and Power is a definite step 





“Easy to Read—W orth Reading” toward greater sales at minimum cost. 


Electric Light and Power 
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Niegara Machine & Tool Works gets its story 
over fast by using typical editorial treat- 
ment for this page which appeared in “Steel” 


the condition in which he keeps his tools 
and how he uses them are the determin 
ing factors of whether the advertising 
manager is a successful operator.” 


Creation of Effective Copy, 


Layout and Illustration 

Chairman: Kenneth W. Akers, vice-presi 
dent The Griswold-Eshleman Com- 
pany, Cleveland 


@ KEEN INTEREST was manifested in 
the subject of creating effective advertising 
copy and how to test the relative effective 
ness of advertising with an overflow meet 
ing of the clinic on those subjects. The 
session was in charge of Ken Akers, 
Griswold-Eshleman Company, Cleveland 
agency, Albert Wearstler, Wearstler Ad 
vertising, Inc.. Youngstown, O., and H 
E. Van Petten, The B. F. Goodrich Com 
pany, Akron 

Discussing the point of long vs. short 
copy, it was agreed that copy is too long 
only when it ceases to be interesting. The 
“Tell All” principle of copy came in for 
considerable criticism, largely because it 
was admitted there is a wrong conception 
of the intent and meaning of the phrase, 
“tell all,” many agreeing that it should be 
to tell something and enough to interest 
the prospect and give him sufficient in 
formation to lead him to take another 
step toward the purchase of the product, 
whether this be a call for a representative, 
request for a catalog, or other action. In 
order to write good or effective copy, it 
was declared necessary that the advertiser 
must by all means first define what he is 
trying to do with it and then write ob 
jectively. He should say in his advertising 
what he would want his salesmen to say 
in person, another advertiser suggested 

Many advertisers, it was developed, look 
to inquiries as an indication of the effec 
tiveness of their copy, but this practice is 
not universally accepted. Some feel, how 
ever, that these results may be used as a 
guide to their thinking in writing copy. 

A feature of this clinic was the use of 
several recordings of excerpts from The 
Copy Chasers’ “O.K. As Inserted” feature 
in INDUSTRIAL MARKETING which pre 
sented their views on industrial advertis- 
ing copy designed to sell goods 
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@ FOLLOWING aan article in the 
May issue discussing the danger of 
reciprocity in business as it affects 
the usefulness of advertising and 
sales efforts, a large number of let- 
ters were received from readers re- 
lating their experiences with the 
practice. Some of the letters were 
published in the June and July 
issues and expressed indifference, ap- 
proval or disapproval, somewhat ac- 
cording to how favorably reciprocity 
has affected the individual’s sales. 
Recently interest has been 
manifested in the subject and here- 
with are some new letters dealing 


more 


with it: 


EQUIPMENT MANUFACTURER: In 
our sales organization we very 
definitely do not favor reciprocity as 
a sales tool. We would prefer to sell 
on the merit of our products, rather 
than bringing pressure to bear, either 
direct or implied, on the basis of 
reciprocity. 

It is very seldom that we have oc- 
casion to discuss this subject with our 
purchasing department and from the 
standpoint of good business we will 
not ask them to favor customers or 
prospective customers with business 
unless all other factors are equal. 

We, of course, do run across this 
question of reciprocity and while it 
has not become serious to us, we be- 
lieve it does hold very definite dangers 
for all business, both large and small. 
We feel it is something to be very 
closely guarded against. 


F. G. SHERBONDY, VicE-PRESIDENT 
AND TREASURER, THE Biccs BoILeR 
Works Company, AKRON, O.: Nat- 
urally, we have encountered reciprocal 
buying from time to time, but we 
have not found that it is a controlling 
factor in sales. I think for the most 
part where everything is equal, or 
substantially so, reciprocity is given 
some consideration. We do not favor 
reciprocal buying as a controlling fac- 
tor in sales. 


MACHINERY MANUFACTURER: It is 
true that there would be no serious ob- 
jection to the idea of reciprocal buy- 
ing all other things being equal, but 





— Mere About Reciprocity 


the difficulty is that they are rarely 
equal. If the principle is correct, then 
the corollary would be that of two 
competing purchases of any given 
manufacturer the logical and prop r 
selection by that manufacturer would 
favor the competitor who brought tie 
greatest amount from him unless 
chose to divide his business pro ra 
with his two customers. 

From our own point of view we | 
lieve that the selection of a produc: 
should be and generally is based upon 
its quality or its particular adaptation 
to the needs of the customer. Many 
other factors enter into this considera 
tion, as the service rendered, avail 
ability of supplies, etc. 

We dislike to believe that our cus- 
tomers buy our product because we 
have bought theirs. We are conceited 
enough to believe that we have a su- 
perior product and are foolish enough 
to believe that our customers buy our 
product because they are sold on its 
superiority and we believe this is the 
proper basis for purchasing, particu- 
larly in specialty lines. If two compet- 
ing products are identical in quality or 
serviceability to the purchase, then the 
principle of reciprocal buying may ap- 
ply. It does not seem to us to be a 
basic principle on which trade rela- 
tions can be built and maintained. 


VaLvE MANUFACTURER: Our 
policy is to endeavor to both buy and 
sell on a merit basis. Reciprocity in 
its “ugly” form is never used. In 
our own sales work it is only infre- 
quently that we run into this recipro- 
cal buying question. Our own feel- 
ing has been that, over a period, it can 
cause more harm than good. We be- 
lieve it is confined more to large com- 
panies than to small. 


D. E. Maxrrecp, Stokes & SMITH 
ComMPaNY, PHicapeLpnia: In regard 
to our experience in reciprocal buying 
in connection with our sales, we nat- 
urally mention that reciprocal buying 
is desirable when we are endeavoring 
to sell to a customer from whom we 
buy. We do not, however, put the 
pressure on very hard. 
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@ “THIS IS NOT A WAR we are 
getting ready for; it is a new state 
of society likely to last a long time 
We are setting up military de- 
navies, and 


fenses, and armies and 


tanks and guns. But even more than 
all this we are setting up a set of 
defenses in our inner lives 

In war news, in political speeches, 


in radio talks, in all sorts of places 


public and private, we are being 
bragged at day and night . The 
American public is tired of being 


bragged at . . . The American public 
is sick of being lied to . . . The cold- 
blooded truth is that words, promises, 
arguments have taken on new impli- 
cations and no longer convey simple, 
direct meanings because they have 
been employed so often in making 
statements which did not pan out. 
“The American public is sick and 
tired of being shoved around 

labor impu- 


dence from the house maid, strikes of 


Truculence in leaders, 


house painters . nagging from the 
taxgatherer . fixed prices in retail 
tores ... have got under the skin.” 
So said Paul Cherington a few 
eeks ago to the Sales Managers Club 
f the Boston Chamber of Commerce. 
He was talking about what he calls 
nsulations,” in this case psychologi- 
il insulations which impede distribu- 
m by separating producer and 
consumer. Cherington bids salesmen 
ind copywriters to take heed, recom- 
ends that these inner defenses can 
penetrated by those who: (1) 
Don’t lie to them.” (2) “Don’t brag 
(3) “Don’t crowd them.” 
d—Informative copy which addi- 
nally appeals to the interest of the 
ividual” is his further advice to 
copywriting clan. 
We of industry have these very 


them.” 





6. Kk. 


Preachment . . . Professionally 


Competent ... Tell All” Department eee 








“insulations” to 


same ponder (al- 
though in somewhat different form) 
and certainly Dr. Cherington’s words 
make as much sense, or even more, 
And as to 
his final advice on copy—well, if that 
isn’t “Tell All” with a good portion 


in our side of marketing. 


of “owner benefits” stirred in, we'll 
order new glasses. 

Publishers can and must help, too. 
We’ve written before in this column 
that it is their responsibility to help 
advertisers put the right kind of copy 
in their papers. They must honestly 
put themselves in the state of mind 
of one progressive mewspaper pub- 
lisher we know who recently told 
a large group of his advertisers: “We 
look at every advertising contract as 
We are 
going to assume more responsibility 
for your advertising and we are going 
to consider every advertising contract 
as a perpetual liability.” 

When an insurance company writes 


a liability—not as an asset. 
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Helpful Advertising... Odds and Ends... Learn from the Editors 


a new policy, the law forces it to 
set up a reserve against that policy. 
Every business publisher should do 
likewise and set up a reserve for suc- 
cessful advertising performance in the 
form of intelligent and 
planned copy coéperation and counsel. 

Industrial advertising is imdispensa- 
ble today. But how many of us 
honestly believe that? 


intensive, 


Professionally Competent 

After that earnest preachment, this 
should be the place to mention some 
half-dozen ads which we have chosen 
to label, ‘Professionally Competent.” 
That means exactly what it says. 

Here’s a page for Armco Drainage 
Products Ass’n selected if for no other 
reason than it is a shining example 
“no bragging” and 
“no shoving.” Listen to the quiet 
effectiveness of its headline, “Maybe 
you can build those waterways, after 
all.” And that same reasonable note 
prevails throughout the copy. Listen, 
“Budgets won’t stretch; yet you may 
be pleasantly surprised to see how far 
you can make those waterway dollars 
go with Armco Multi Plate.” And 
to this, “The heavy corrugated iron 
plates are amazingly strong. In actual 
tests a 20-foot span Multi Plate Arch 
10 feet long withstood loads up to 
350 tons.” And again, “Consider this 
great strength and durability along 
with quick, easy erection by unskilled 
labor, and you'll see why Multi Plate 
need.” No 


. er ° >> 
of “no lying, 


meets every municipal 


, ae a :, 
voice raising, no trick stuff—just 
quiet and good. Our first winner. 
Congratulations, Rae K. Lee- 


dom, copy department, Ameri- 
can Rolling Mill Company. 


Socony Vacuum belongs in this 
group for its bright bit of business 
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“You want ME 





The following text, reprinted is ' “ I AY ¥? | el] A 
from Page 1 of the “TELL a i 
ALL” book, tells what your use 


of “TELL ALL” means to us: Re-read the last para- 

graph of Page | from 
“TELL ALL” reproduced oppo- 
site. Then read these com- 
ments of advertisers who have 
learned how to make their 
business paper advertising 
pay its freight. 





‘Get out in the field and dig. You 
got to know all before you can tell: 
and if you'll tell more, you'll s 
more!” 






nd them 


s 1 = 
that bus w 


‘Don't generalize: get down to cases 
“Give the reader some idea of pri 


or costs!” : 


— 


“Be specific. Sales are made, co! 
panies are built, product by produ 
So — advertise product by produ 
They don’t buy your ‘line’. They 
your ‘products ’.” 


“Make your advertising USEFUL’ 


2 


“If you are trying to get a deale! 
display and push your products 0 
the counter, don’t stop at telling! 
about your consumer advertising. | 


him all the reasons why your prod 
is a buck twenty higher t! most 
’ , it is. Tell him how to disp it. 9 
Sy ) : ) ) 4) f to ; 
Q| L | IC N: M hat dor at b. - EXPE him how to make money out 0! 


ie . : . . : , | ol he 
ut of this? Give the reader the same 


; 
U ) 
ge Ui 


that he gets from the editorial p#% 


—_ of his dealer paper. That the 0 
cetatde ain advertisers better satisfied customers: reason he reads it!” 
AN SW ER: hence not so hard to sell. 
They know that a more general use of we — 
\.B.P. members know that a greater informative copy will give the readers “Give each ad a specific ob wee ‘ 
use of TELL ALL copy principles will a better break, too... make business all that the reader must rw yee 
make business paper advertising more paper advertising just as interesting he can be expected to act und pre 


effective ... make more business paper and helptul as the editorial pages. it!” 






















Sell t! 


indie | 


Von t 


Hitch 
UONS to 


lerests! 


its 
aS It 3 


v he 


Don't 
rv. \ 
tired of 
presente 
ut kin 
t, ane 
rospec 
LV\¢ 
*Pproac 
that Vou 


telling j 


THE A 


high ed, 





iY copy? 





nciples WORK 





Make your copy informative!” 


1ra- 

rom 4 

il it's inquiries you want, you can 
~ them all right... if you offer 
— wmething that’s really useful to the 
heir der and tell him why it’s useful!” 


ing 


Sell the applic ations that vou can best 


You 
tel dl P 
iil s ” 
lon't be afraid of long copy! 
cases Ww 
Get attention with headlines . but 
pt ike them work for you, too! 
yr 
litch technical features and applica 
rod is to the reader's problems and in 
rod ests! 
= 
er nN 
lits direct action you re alter, sug 
st tin your copy and tell the reade1 
UL! g™v he'll get something out of acting!” 
ale Nes . 
Yon t get fed up with your own sales 
- ‘ory, No matter how often you get 
Np | dot sceing the same old arguments 
a ented in print, remember this—if 
| ; ‘know your product and your mat 
‘ and tell your sales story from the 
ol spect viewpoint, it's the only story 
r ve o Change the pace, use new 
. Proag produce fresh evidence 


' Your story is true: but neve stop 


ig it, never stop telling all of it.” 


' f, 
f yh edile viad standards 








Here’s One Way to get started using“ cll All” 


It isn’t laziness that keeps us referring to the 
experiences of other people in this matter 
In order to be most helpful we cannot avoid 
quoting advertisers whose successful methods 
this idea. On this 
one advet 


got us started on whole 
question of “Where do I start?” 


tising manager told us this: 


“You can always start with the sales de 
partment. Don't get me wrong. I've 
always known that getting out in the 
field and finding out why and how 
people use some competing 
product is the best way to get the real 
copy angle. But sometimes a guy just 
can't get the time or the money to do 
field work. So here’s what I did as a 
start toward making TELL ALL prin 


ours ol! 


ciples work for me 


“I went to the sales department and 
asked what then toughest problem 
was. Then I asked what 
ments did the best job of helping ow 
salesmen to overcome that problem 


sales argu 


“Not a very thorough piece of research, 

but out of it I was able to develop 
pretty good TELL ALL copy that will 
at least do more selling than the copy 
I had been running. And it will help 
the sales department to some extent 
until such time as I can do the field 
work that will go much deeper into 
the problem than salesmen’s experi 
ences generally reach.’ 


This advertises that there 
manent substitute for intelligent field work 
if the real sales story is to be put into busi 


agrees is no per- 


ness papel advertising in terms of the spe 
cial interests of prospects in special markets 
Leaning upon the sales department for youn 
copy slant is a poor substitute. In some re 
spects its a dangerous procedure 
Since it’s their story, the 


For one 
thing, it’s too easy. 
sales department is apt to think it’s pretty 
good copy and all of you might sit back and 
feel pleased with yourselves when actual 
ly the sales story that would make your ad 
vertising most productive may not have been 
When vou do get out in the field 
Just get to 
they 


touched 
don't use a set 
know 


buy 


que stionnaire 


customers and prospects; what 


why they buy. how thev use it, etc., ete 


Many Use the’ Tell All’’ book as a Selling Tool 


\dvertisers and agency people are finding 
the “TELL ALL” book useful in convincing 
the men who pay the bills that the right kind 
of business paper advertising is worth doing 


Some have PELL ALL” a helpful 


document in getting appropriations 


found 


Savs a New York advertising man 
“TELL ALL’ makes it that much easier for 


me to convince some doubting accounts as 


agency 


to the efhcacy of ‘reason why’ copy. “TELL 
\LL’ convinces them that my strategy in pro- 


cedure is correct 


book.’ 


It must be so because they 


read it in 


A Cleveland advertising agency: “Your send 
ing the copy to our client has been a stimu 
They like to see copy now 


lation longer 





with more facts and are receptive to our 
ideas of securing complete information about 
installation advertised.” 


any 
\ New Jersey advertising manage We 
used “TELL ALL’ to illustrate to the heads 


of our company that campaigns based on a 
real selling story compared to purely insti 
tutional advertising were being successfully 
used by other business paper advertisers. Re 


sult: They gave me twice the budget.” 


The First Step of All First Steps 


Simple as the first step described in the ad 


jacent column appears to be, we would ut 


gently suggest that you first employ a still 
simpler one re-read the “TELL ALI 
book! After vou've done that, do some field 
work or talk to your sales department. Then 
read it again. 

often we have had advertisers, who 


Quit 
were impressed by the basic soundness of the 
PELL ALL principles, ask us questions that 
are actually answered in the “TELL ALL” 
book. Some admitted that they had merely 
skimmed through the book. Upon re-read 
they found their questions answered. 


ing it 

In case you haven't as yet received a copy 
of “TELL. ALI send the coupon below ot 
write us. As this message is being written, 


we are close to the end of our supply of 
“TELL ALL #1.” But if we can’t send you 
a “TELL ALL,” until the second and more 
comprehensive edition now in preparation 
is off the (early in 1941, we hope), 
well send you a copy of John E. Kennedy's 
‘Intensive Advertising.” In it you will find 
many of the basic TELL ALL principles pre 
sented from the viewpoint of the man who 
did much to replace “guff” in advertising 
with “printed salesmanship.” 


pl CSS, 


Ask the Salesman of any A. B. P. Paper 


We really mean it when we say on Page 1 
of the “TELL ALI book: “It’s the pub- 
lisher’s job to help advertisers use business 
The publishers, edi- 


papers more etlectively 
\.B.P. papers do not 


tors, and salesmen of 


pose as copy experts, nor can they tell you 
what vour best sales story is in their mar- 
kets. But they can draw from the successful 


experience of other advertisers in their field 
and are with you in estab- 
lishing a pattern of procedure that will be 
it least one step toward putting the selling 
advertising that must be in it if 
youre to get sales out of it! At the 
very least, they will gladly answer any ques- 


anxious to work 


mto youl 


more 


tions about the TELL ALI principle that 
vou don't find answered in the “TELL ALL” 
book or if thev can’t answer right off, 


thev ll get the answer for you 


Ce ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee oe 


I Ihe Associated Business Papers 

Room 2466, 369 Lexington Avenue 

New York City 

Please send me, without obligation, the booklet 
checked (or both). 


Intensive Advertising 
by John E. Kennedy 


Tell All A Practical Guide to 
Successful Business Paper Advertising 


Name 
Position 
Company 
Street 


City and State 







































headed, “Picture of a Tooth ‘Ache’ 
-and the Right Way to Cure It.” 
Big, colorful illustration of enmeshed 
gears with the “pressure area” between 
two of the gear teeth spotted by a 
narrow white line. Copy points out 
the terrific pressure on this narrow, 
moving line and the “tooth ache” 
that comes from lack of proper lu- 
brication. Goes on to explain that 
cushioned 
Grinnell’s 


(which illustration 


meshing teeth must be 


(that’s as significant as 
‘floats”’ ) by oil 
shows sharply in red as a pad between 
teeth) which not only lubricates but 
actually widens the line of pressure. 
And then on into a Socony-Vac tie-in. 
Real “advertising-thinking” here. 
We're going to sneak Buick in here 
on the basis of its copy in the automo- 
tive dealer papers. You know its 
consumer stuff. The dealer adver- 
tising has the same bounce—the same 
drive. It packs as much power as 
the new “Fireball” engine is sup 
posed to. In fact, that’s what it 
starts right out talking about. “We've 
Fireball!” 
Copy shifts from 


This 


formidable example of precision ma- 


hitched our wagon to a 
sings the headline. 


“first” to “high” in a second. 


chinery you see looming here is the 
new 1941 Buick Fireball engine. Like 
ill engines that hold major speed 
records on land, sea and in the air— 
like the famed General Motors new 
Allison aviation engine—it is valve- 
in-head type.” Skip two paragraphs, 
iccelerating all the time, and comes 
this: “There is more to them than 
is much as 2 more miles to the gal- 
lon—30-mile fuel economy at 50- 
mile speed—potential power so great 
that even at 80 your engine is trav- 
eling less than ‘halfway out.’” There 
isn’t room to quote any more, but it 
will pay you well to read and follow 


this Buick 


badly 


copy. Industrial copy 


needs some “compound car 
buretion.” 

We feel Aluminum Co. of America 
ought to be mentioned here (despite 
ill the deserved attention we've given 
it in the past) because its recent page, 
‘On the Other Hand, There Was 
Too Much Weight” is simply too fine 
an advertisement to ignore. Again 


no lying,” “no bragging,” “no shov- 
ing.” Just quiet, direct and so, SO 
We bet its author could 


(Copy Chaser No. 3) 


convincing. 
get our baby 
to stop crying. 


Be ly F , ee 
Certainly Synthane’s insert, Insu- 


| 


ition Earned Its Wings” belongs here 


tor its professional competency. It, 
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Goodbye, little atom... 


REVERE COPPER AND BRASS INCORPORATED 





too, is on the more quiet note—well- 
illustrated and well supported with 
fact and substance. 

We opened this chapter with a 
winner, we'll close with one. We 
hang out the “Good Going” flag 
for J. C. McManemin, St. 
Georges & Keyes, Inc., New York 
agency, creator of Revere Copper 
and Brass’ excellent page, “Goodbye, 
little atom As a public relations 
type of advertisement this is both use- 
ful and interesting. A great “stopper” 
for a headline—an intriguing illustra- 
tion—colorful American Weekly type 
copy. Witness: “Here’s a man hunt- 
ing the biggest game in the universe— 
the invisible atom. When the scien- 
tists successfully track it down and 
burst it wide open—they may be able 
to give us gold or roast beef—a cancer 
a rocket ship—all for the 


Doubtless they will be 


cure ofr 


asking 





Facts you need to know about 
small SYNCHRONOUS MOTORS 
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able to give us power, beside which 
all the power we now have is a drop 
in the bucket It depends on a 
silent blue beam! Compared to t 

beam—elemental lighting is a sissy 
For this man-made beam 
atoms! And it speeds from a heart 
of copper.” 


vere’s own story. 


smashes 


And from here into R« 


Well handled. 


“Tell All” Department 

Let’s open this department with a 
winner, too. F. W. Yarline, sales 
manager, Bodine Electric Com- 
pany, and N. D. Buehling, The 
Fensholt Company, Chicago 
agency, high praise for a topnotch 
“Tell All’ advertisement, “Facts you 
need to know about small Synchronous 
Motors”—over the sig. of the Bodin 
Electric Co. This takes on added im- 
portance when you note that it is 
“Number Four of a series on ‘How 
to Select a Small Motor for Your 
Machine.’ ” It is editorial in type and 
in tone, and follows the Golden Rule 
of selling by giving useful informa- 
tion. It is one formula that will 
never fail. 

General Electric rates mention tor 
its color page, “What Is an Ampli- 
dyne?” gives the answer— 
tells all. 

The Union Carbide crowd shines 
Recently the 
Linde divison was selected as the 
“Tell All Ad-of-the-Month.” Now 
along comes the Electro Metallurgical 
unit with a fine page, “For Making 


Copy 


on this brand of copy. 


Silicon Additions to Open-Hearth 
Steel . . . Use 20 to 30% Ferrosili- 
con.” Main copy panel devoted to 


this, but with other “news items” of 
copy scattered around it, “Items of 
about other ‘Electromet’ 
Ferro-Alloys.” This is “Tell All” at 


its best, and perked up by good news 


Interest 


interest. 
Another steel company here for 


Bethl hem 


does a clean, straight-forward job in 


honorable mention. For 


a page about a _ low-alloy product 
“Mayari R.” “If It Moves—make it 
with Mayari R,” says the headline, 
and subheads pick up with, “Mayar 
R increases strength ll 
cuts down deadweight .. .”-— 
steps up corrosion resistance 
"oeekd and can save you money!’ Did 
they miss anything important? 
American Laundry Machine cells 
its story on what Norwood Cascade 
(a washer) with the American Alm- 
con Mechanical Washman does, i 4 


(Continued on Page 66) 
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Accurate Mfg. Co. 
Acme Electric Welder 


Adams Co. : 
Advance Appliance Co. 
Aerofin Corp. 


Air Controls, Inc. 

Air Control Products, Inc 
Air-Maze Corporation 
Airtemp, Div. of Chrysler 
Alco Mfg. Co. 

Aldri Company 

Allen Corporation 

Alter Co., Harry E 
American Air Filter Co. 
American Blower Corp. 
American Brass Co. 
American Fdry. & Furn 
American Furnace Co. 
American Radiator 
American Rolling Mill Co 
Anchor Post Fence Co. 
Anti-Corros. Metal Prods. 
Armstrong Company 
Armstrong Furnace Co. 
Atcheson Glass Company 
Auer | Regist er Company 
Aut at 
Automatic Prods. Co. 
Autovent Fan & Blower 


Badger Mfg. & Sales 
Barber-Colman Company 
Barber Gas Burner Co 
Bead Chain Mfg. Co 
Beckett Engineering Co. 
Berg Bros. Company 
Bethlehem Steel Co 
Bishop & Babcock Mig. 
Blocksom & Company 
Supply Company 
Mtg. Company 








I ric Mig. Co 
a Forge Co. 
Mig Co. 

Camry Andrew C 
Capit Furnace Co 
Carnegie-lllinois Steel 
Carrier Corp 

Central Die Casting 
Cent Furnace C<¢ 
Century Electric Co. 
Century Eng. Corp 
Century Fan & Vent. Co 

hace C W. M. 
Champion "Tool Company 
Chandler Company 
Char-Gale Mfg. Co. 
Cheney C The 

Cin Shaper Co 
Cin Sht. Metal Ce 
Circulators & Devices 
Clara Fan Company 
Lieve Steel Products 
-Ol€ Hot Blast Mfg 

Colurr Steel Co. 

LOnc Pp 

n } Works 


Congre Fool & Die Co. 
Controlair, Inc 

Look | tric Company 
Crescent Tool Company 
C Machine Co 


Dalzan Tool & Mfg. Co 


urtis Refg 


- . 
Del I ducts 

Detro t Lubricator Co. 
Doyle Vacuum Cleaner 


Dreis & Krump Mfg. Co. 





Eisler ineering Co. 
Ele tric Vacuum Cleaner 
Elgo Shutter & Mfg. Co. 
Excels steel Furnace Co 
Farquh Furnace Co. 
arre eek Steel Co 
Fault Heater Corp. 


Humidifher Co 


Ferrell, Geo. A. 
Fireline Stove & Furn. 


Fitzgibbons Boiler Co., Inc. 
Forest City Foundries Co. 
Frederick Iron & Steel Co. 


Frey & Co., Frank P. 
Furblo Company 


Gallaher Co. 

G & O Manufacturing Co 
Garden City Fan Co. 
Gar Wood Industries, Inc 
General Blower Co. 
General Controls Co. 
General Electric Co. 
Gerett Corp., M. A. 
Gleason-Avery, Inc. 
Goese Manufacturing Co 
Granite City Steel 

Gray Metal Products 
Great Nat'l Air Cond 


Harrington & King 

Hart & Cooley Mig. Co 
Heil Company 

Henry Furn. & Fdry. Co 
Herco Oil Burner Corp 
Hess Warm. & Vent. Co 
Hussey & Company, C. G. 


Illinois Testing Lab 
Independent Register Co 
Ind. Training Institute 
Interstate Machinery Co 
International Nickel 


Janette Manufacturing Co 
Joal Manufacturing Corp 
Johnson Gas Appliance 
Johnson Company, S 


Kent Co 
Kidder Mfg. Co 
Klenk’s Aviation Snips 


Lamneck Products, Inc. 
Lau Blower Company 
Levow, David 
Libbey-Owens-Ford Glass 
Libert Machine Co 
Liberty Foundry Co. 
Lincoln Elec. Co 
Lochinvar Corporation 
I 


ockformer Company 


Magnet Switch Co 
Maid-O’ Mist, Inc. 
Majestic Company 
Marion Furnace Company 
Marshalltown Mfg. Co. 
Marsh Lumber Co 
Maurey Manufacturing 
May-Fiebeger Co. 
McDonnell & Miller 
McLeod & Henry Co 
Mercoid Corporation 
Meyer & Bro. Co., F. 
Meyer Furnace Company 
Mich. Tank & Furnace 
Milcor Steel Company 
Minneapolis- Honeywell 
Monmouth Products Co. 
Morrison Steel Prods 
Mt. Vernon Furn. & Mig 
Mueller Furnace Co. 


Nat'l Suver Service, The 
New York Trade School 


Niagara Mach. & Tool Wks 


Norge Heating & Cond. 
Northern Steel & Stoker 


Northwestern Stove Repair 


Ohio Products Company 
Osborn Company 
Owens-Corning Fiberglas 
Pacific Gas Radiator Co. 
Parker-Kalon Corporation 
Patent Novelty Co. 
Patten Co., J. V. 


1940 ROLL CALL of Advertisers 


in AMERICAN ARTISAN 


Payne Furnace é Supply 
Peerless Elec. Co. 
Peerless Foundry Co. 
Peninsular Stove Co. 
Penn Boiler & Burner Mfg 
Penn Electric Switch Co 
Perfection Stove Co. 
Philco Radio 

Poe, Ralph W. 

Premier Furnace Co. 


Quincy Stove Mfg. 


Randal! Graphite Products 


Register & Grille Mfg. Co. 
Reliance Automatic Light. 


Republic Steel Corp. 
Research Prods. Corp. 
Riester & Thesmacher Co. 
Robinson, F. L. 
Rockford Brass Works 
Rock Island Register Co 
Round Oak Corapany 
Ruby Chemical Company 
Rybolt Heater Company 
Ryerson & Son, Joseph T. 


Sall Mountain Co. 
Schwitzer-Cummins Co. 
Scovill Mfg. Co. 

Scully Steel Products Co. 
Shamblen Furnace Parts 
Simplex Mfg. Co. 
Skuttle Company, J. 
Smith, R. E 

Southern Fan & Blower 
Speedway Mfg. Co. 

Std. Stamp. & Perforating 
St. Louis Furnace Mfg. Co 
St. Louis Tool Company 
Sturtevant Co., B. F. 
Superior Sheet Steel Co. 
Surface Combustion Corp. 
Swartwout Company 


Tenn. Coal, Iron & Rail. 
Thermal Engrg. Assoc 
Tinnerman Products, Inc. 
Torrington Mig. Co 
Triangle Mfg. Co. 
Tubular Rivet & Stud Co 
Tuttle & Bailey, Inc. 
Twentieth Cent. H. & V 


U. S. Air Conditioning 
United States Machine 
United States Register Co 
United States Steel Corp. 
Universal Cooler Corp. 
Uno Ventilator Company 
Utility Fan Corp. 


Verson Allsteel Press Co. 
Victor Electric Products 
Viking Air Conditioning 
Viking Mfg. Corp. 


Wagner Elec. Corp 
Ward Machinery Co. 
Waterloo Register Co. 
Waterman-Waterbury Co. 
Weil Pump Co. 

Weirton Steel Corp 
Weiss & Co., H. 
Westinghouse Elec. & Mfg 
White Manufacturing Co. 
White-Rodgers Elec. Co 
Whitney Mfg. Co 
Whitney Metal Tool Co. 
Williamson Heater Co. 
Wilson & Company, Inc. 
Wilson, Inc., Grant 
Wise Furnace Company 
Wiss & Sons Company 
Wodack Electric Tool 


Yarick, F. D. 
Youngstown Sheet & Tube 



























Note the Roll Call at left: manufac 
turers of residential air conditioning 
furnaces and other warm air heating 
products, small summer cooling equip 
sheet metal products, tools and supplies. 
























































































ment, 


These manufacturers learned long ago that the warm ai 
heating dealer-contractors are the KEY to volume sales in thi 
Residential and Small Building Market. And they know th 
value of month-after-month advertising in AMERICA 
ARTISAN — first, to get the RIGHT dealers; second, to KEE 
them ‘‘coming." 


If you make any product adaptable to this field, a sales 
producing dealer set-up is your BIG job. To maintain such a 
organization, use AMERICAN ARTISAN — with its reader audi 
ence of top-flight dealers in every community. The 100% 
effective 1941 advertising schedule has AMERICAN ARTISA 
in Ist place! How about yours? 


The STAND-OUT 
paper with better 
than 4 to 1 reader 
preference—a 
monthly publica- 
tion that’s both 
1BC, 1BP! 


and 
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BUILDING A 


STABLE FILL 
with 


SATURATED 
BLUE CLAY 


stasee sPrOn 
BANE COtate® 


nom OuTteuT 
MAINTAINE® 


novel manner with composite parallel 
strips illustrating the Almcon opera- 
tion contrasted with the manual 
operation or operations of a standard 
metal washer of the same size. Most 
effective. 

Austin-Western Road Machinery 
does a nice job of “Tell All” via the 
Check” method. “Check 6 Job- 
Proved Reasons Why the A-W ‘99’ 
Power Grader gives you ‘An Extra 
Working Month Each Year’” is the 
ippealing approach carried by the 
headline. In the body of the ad six 
check marks boldly identify six short 


paragraphs devoted to each “Job- 


Proved Reason,” and there is a larger 


paragraph devoted to nailing it all 
down to headquarters or the nearest 
A-W distributor. 

We would like to honor as the “Tell 
All Ad-of-the-Month” a spread of 
the Athey Truss Wheel Company 
which talks about “Building a Stable 
Fill with Saturated Blue Clay.” Now 
unless you're a construction man or 
1 civil engineer, we're afraid all this 
won't mean much to you so far as 
its copy is specifically concerned. The 
sense of it, however, is apparent, and 
it all bubbles down to a good case 
study handled with fine editorial 
technique. The job in question was 
‘Excavating 450,000 cu. yds. for 
toundations of Chicago’s $20,000,000 
South Side Water Filtration Plant and 
placing the spoil in permanent back- 
hll around future structures inside 
of 1050x1600-ft. earth cofferdam (we 
don’t know, either), the largest ever 
built.” That copy (minus our face- 
tious crack) appeared alongside a large 
illustration of a dump trailer on the 


iob. Main text tells how blue clay 
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JOBS SUCH AS THIS INDICATE~ 
Thiet FOR SATISFACTORY EARTH EMBANKMENTS— 


‘ 
Mec matevai non erected con be cred we advantage 


© That you don) need te wa fer material to dy te o water content sew 
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See Your “CATERPILLAR” Deoler or Write Us 


ATHEY TRUSS WHEEL CO. 


S63) Wee 657) Street, Chicege Winele + Cable Address “Treeewtee!” Cieege 


of high water content presented a 
real problem. How Athey Forged- 
Trak 16-yard 2-Way Dump Trailers, 
hauled by “Caterpillar” Diesel trac- 
tors, were selected for the job. From 
here on, copy goes into considerable 
engineering detail about the job, per- 
formance, results, etc. What copy 
can’t explain simply enough, is ex- 
plained by two little line sketches 
showing how Athey equipment com- 
pacts the wet soil as against round- 
wheeled, rubber-tired equipment’s dis- 
placement of soil. This spread is in 
perfect harmony with the editorial 
pages of the construction papers. Peo- 
ple pay good money to subscribe to 
these papers to get this kind of ma- 
terial. Q.E.D Athey should win a 
high, interested readership. Full ac- 
knowledgment to Walter H. 
Baers, The Buchen Company, 
Chicago agency. 


Helpful Advertising 

If nothing else, advertising ought to 
be helpful. Always. But especially 
today. That’s why this copy is worth 
noting 

B. F. Sturtevant—Spread, “Get Ex- 
tra Capacity from Present Boilers or 
Save Fuel! By Utilizing Waste Fuel 
Gases!” Laminated Shim—‘Send for 
this chart of precision short-cuts in 
assembly and service adjustments.” 
GE-Nela Park—‘What Can My Busi- 
ness Gain from this new G-E Fluores- 
cent Lighting?” Kester Solder—“How 
to Use Solder in Your Business.” Car- 
borundum Company—‘Do It Faster! 
With these Abrasive Products by 
Carborundum!” 

Take a breather. WHere’s a winner. 
For not only is it Aelpful but its sell- 


ing is built around an action the 
reader can make in his own selfish 
interest. The advertiser—American 
Bosch Corporation. The story—Cash 
Allowance on Your Present Magneto 
—if you trade it in Now for a New 
Modern American Bosch.” Copy tells 
how to get a free comparative esti- 
mate of repairs versus a new magneto, 
then cites the qualities and improve- 
ments of the new magneto and its 
benefits to user. This is one of the 
very few industrial ads we have run 
across that asks friend reader to do 
something—something that he can do 
with little time or trouble, and with- 
out spending $2,970. Thank you 
for setting an example for others 
to shoot at, Dewey Pinsker, pres- 
ident, E. T. Howard Company, 
Inc., New York agency. 

Here’s the Structural Gypsum Di- 
vision of American Cyanamid—Gyp- 
steel Plank Helps Set Speed Records 


on Rush _ Industrial Construction 


CASH ALLOWANCE 


ON YOUR PRESENT MAGNETO 


if you trade il in SOW for a New Modern American bosch 











AMERICAN BOSCH 
Siperlouered MAGNETO 


There Are No Delays—No Waiting 
for Weather.” Reeves Pulley—‘‘Foun 
tain of Youth—for Old Machines.” 
Bunting Brass—“Quick Relief fo 
Crippled Motors.” Osborn Manufa 
turing—‘“Multiply Man-Power wit! 
Osborn Brushes.” Graybar Electric— 
“Don’t Overlook these Production 
Boosters.” General Electric’s fin 
four-pager—"Get Ready for Rus! 
Hour.” Phillips Screws’—‘Get R 
of Slow-Poke Fastening.”” Delta Man 
ufacturing’s —““You can get im 
mediate delivery on these Low-Co 
Machines.” 

Time out for another winner. Th 
time a winner in small space, Hom 
stead Valve, with a potent little third 
page. Headline plus about seven 
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advertisements designed to acquaint industrial adver- 
tisers with the importance, make-up and value of the 
textile market and with the <fiectiveness of COTTON, 
Serving the Textile Industries. 


O promote sales in the active textile industry, a company should employ a combination 

of direct concentrated sales efforts and selected business paper advertising. In select- 

ing an advertising medium, a company should consider a number of coverage factors 

—volume circulation, yes, and also effective circulation—circulation that parallels the 
buying power of the industry in each section of the country and each branch of the industry 
and which is known to reach the actual buyers in the mills. 

Factors discussed in the first three of the “What, Where, Who, How” series are sum- 
marized as follows: 

WHAT—tThe Textile industry is America’s second largest. For every company with equipment, sup- 
plies or services adaptable to textile manufacturing, it is a market well worth cultivation. 

COTTON, Serving the Textile Industries, is general in scope, serving all branches of the 
textile industry with the largest paid circulation actually among United States mills of any 
publication. 

WHERE—For the general industrial advertiser, the cotton mills are the most important branch of the 
industry, representing more buying power than all other branches combined, with woolen and worsted, 
rayon and silk, knitting, dyeing and finishing mills following in the order named. 

Southern textile mills, consuming over 70% of all textile fibres and accounting for over 75% of all 
new construction and expansion in the industry, represent a majority of the buying power with the re- 
mainder concentrated in New England and the Middle Atlantic states. 


Paralleling this buying power in each instance, COTTON is the only textile publication with 
a national circulation divided in each branch of the industry and in each section of the 
country in proportion to the relative importance of each branch and section. Its circulation 
in the active Southern territory is not approached by any other textile publication. 

WHO—AMill superintendents have the greatest influence on purchases of any individuals in a mill. It 
is with the operating officials (managers, superintendents and heads of departments) that the majority of 
the buying power rests. 

COTTON, Serving the Textile Industries, is read for its practical operating and manage- 
ment information and its circulation is concentrated among the actual buyers in the industry. 


Advertising representation in COTTON will keep textile men 
who authorize, specify and influence purchases informed on the 
value of the products and services you are offering them. With 
every indication that 1941 will set new records of activity and pro- 
duction in the textile industry, your announcements in COTTON 
will be reaching a responsive market—one that can afford you a 
substantial volume of business. 











COTTON serving the Textile Industries 





GRANT BUILDING, ATLANTA, GEORGIA 
SOUTHERN AUTOMOTIVE JOURNAL e ELECTRICAL SOUTH e SOUTHERN HARDWARE e SOUTHERN POWER and INDUSTRY 
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words of copy do the trick. ‘Save 
Up to 40c Out of Every Repair Dol- 
lar” is the invitation, and the copy 
tells how Hypressure Jenny Steam 
Cleaning speeds the overhauling of 
dirty, greasy tractors, trucks, rollers, 
graders, shovels, etc. Short and sweet. 
You’re saving money on your 
advertising productiveness with 
copy like that, E. G. Johnson, 
Homestead advertising manager. 

And a few more helpful ads. An- 
other General Electric (and not be- 
cause they're big advertisers but be- 
cause they are good advertisers) — 
‘Now You Can Measure Both Volts 
und Amps with a ‘Hook-on’ Instru- 
ment.”” Towmotor—“Cost Lesson No. 
I—Do your handling jobs take hours 

. or seconds?” (Good cartoons and 
a nice “selling-sig,” “Let Towmotor 
take the load off your hands.”’) Bos- 
titch—"See How Bostitch Has Sim- 
(And citing three 


Warner & 


plified Fastening.” 
good savings stories. ) 


Swasey—"“Are You Getting Every- 
thing You Can From Your Present 
Bronze— 


Help You 


Overcome Excessive Burning of Tuy- 


Turret Lathes?” Falcon 


“Suggestions That May 


: ”» 
eres. 


We wish we had the space to go 


We 7) PAVING BREAKER 





totes Come = tetee @teur + tetee PROFITS we Beene bee 





into detail on each of these. For 
every one of these ads was designed 
to help industry increase speed and 
ethciency, reduce costs, etc. In other 
words—to be helpful. That kind of 
idvertising not only is an effective 
salesman, but it’s in the public inter- 


est for these crucial times. 


Odds and Ends 


Scene—Scoutmaster and his boys 


68 


on a hike through the woods. Little 
Herman, aged 11, and plenty tough, 
speaks up. 

“See the boid,” he says, pointing 
excitedly. 

“That isn’t a boid, Herman,” cor- 
“Tt’s a bird.” 

“S’funny,” back Herman, 
scratching his head, “It choips like a 
boid!”’ 

That will serve to introduce a Lake 
City Malleable 
page, “March on!” which also choips 
like a boid. Six boids, in fact—and 
what it’s all about we don’t know. 
But it’s awful pretty, ain’t it, Her- 


rects his leader. 


comes 


Company's current 


man? 

Every time an advertiser writes a 
headline that spotlights his specific 
audience, we'll guarantee to mention 
him in this department. And if he 
does his job as well as Solvay Sales 
recently did, we'll make him a win- 
ner, too. Pipe this “For Men 
Who Use Portland Cement at Tem- 
peratures below 50° F.” Copy (and 
only a single column, too), tells in 
six numbered short paragraphs what 
Solvay Calcium Chloride can do to 
help these men. It lives up to prom- 
ise of head, and does its job effectively. 
But it’s the headline that gets us. 
Competent advertising 
men wrote it. Their names are 
Samuel Hudson of Solvay, and 
William Campbell, Atherton & 
Currier, Inc., New York agency. 

Electric Storage Battery packs lots 
of news interest in headline and lead 
of its page, “Bank Robbery at 6th 
and Main.” 

Here’s G-E popping up again. This 
time it’s the Bloomfield boys with a 
friendly personalized dealer ad, “ ‘I 
Married a Smart Husband. He’s a 
G-E Dealer!’” So says Mrs. D. Ker- 
win Twomey, wife of successful G-E 
dealer of Biddeford, Maine. There’s 
a nice picture of the charming Mrs. 


It’s a gem! 


Twomey, and in the copy she tells 
us how she feels about being a mem- 
ber of the great G-E family. We like 
this approach fine. 

Good testimonials just can’t be ig- 
Here 
them 


nored as effective advertising. 
are two advertisers who use 
well. Smith Engineering in a color 
page, “Capacity for minus '2 stone 
is Unsurpassed reproduces a 
testimonial letter from the Morgan 
Construction Co. praising the per- 
formance of the Telsmith Intercone 
Crusher—and a wire dated a week 


later gives this all a further lift be- 
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cause it asks how soon another Inter- 
cone could be shipped. 

Standard Oil of Indiana combines 
case studies and testimonials in the 
same page, and gains great believeabil- 
ity through the process. This partic- 
ular page combines a success story, 
“Bus Company Finds _ Iso-Vis Pays 
Out,” with a good testimonial, “Tru- 
man L. Flatt Says His Costs Were 
Cut 30%.” Page then goes on to sell 
the services of the “Standard A utomo- 
tive Engineer,” the man who starts 
all these savings. 

Make way for a winner—Inde pend- 
ent Pneumatic Tool for color page, 
“Thor (No. 23 Paving Breaker) han- 
dies like a lightweight wallops 
like a heavy!” No prizefighter pic- 
ture, praise be, but intelligently in- 
stead we have a workman with his 
two hands on the machine at work. 
Illustration freshly handled. Copy is 
fine “Tell All” on what product 1s 
and what product does, with extra 
“sell” injected via emphasis on bene- 
fits... “extra power”—"“extra out- 
put”—"Extra profits.” This is extra 
nice work, Royce Wright, Inde- 
pendent Pneumatic copywriter. 

Hygrade Sylvania has an intriguing 
“stopper” in its radio tube advertise- 
ment, “We're Very Careful about 
Our H,KAI1, (SiO,),.” 

Another mention of Socony-\ 
uum. This time for the appeal, “We re 
in the Business of Selling You /¢s 
Oil!” 

Dayton Rubber uses a composite 
logotype in a current textile field page 
that’s 
in itself. 


a complete advertisement all 
Occupies about a third of 
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AUTOMOTIVE INDUSTRIES 


Chestnut and 56th Streets, Philadelphia, Pa. 
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the page, illustrates Dayton’s textile 


products, identifies them by brand 
names in display right below, and 
then over at the left carries a little 


box headed, “Here's Why Dayco Tem- 
pered Roll Coverings Are the No. 1 
Choice of America’s Top-Flight Tex- 
tile Mills,” followed by ten 
What 
“selling-signature”? 

And in the 


terse 


reasons. can you do about a 


automotive trade pa 
pers, Nash reminds us of the signi- 
ficance of all this by “display” next to 
its mame and address, ““Go Nash and 
Save Mile!” 


Money Every 


“Halitosis” still sells plenty of Lis- 
terine. And “Factory Film” support- 
ed by a good product and good selling 
should Aelp DuPont sell lots of Dulux 
High-Hiding Mill White. 

We like Atkins Saw’s page, “Saved 
Our Shirts,” ; 
a Mid-Western shop with two Atkins 
“Curled Chip” And we love 
the way that “Curled Chip” 


an actual experience of 


saws. 
accu- 
rately and specifically describes the 
Atkins and the 
Two little 
Come?” 


di fterence between 


conventional tooth saw. 


sketches “How 


It was nice of Bower Roller Bear- 


answer 


How to Sell the Earth — 


Moving Industry as a 


UE 





Whole— 


itil VAT 


—— EARTH MOVER AND ROAD BUILDER 


MARKETS 


ee mae 


» * presentation repro- 
duced here really tells and 
shows how to sell the earth 
moving industry as a whole. 
it tells a dramatized story of 
the unique earth moving market 
consisting of a group which has 
similar interests and problems— 
contractors, public highway of- 
ficials (county, state, and fed- 


eral) and open pit operators. 


This presentation tells who the 
buyers of equipment in this mar- 


ket cre; what they do; the types 


Earth Mover 








of markets they represent; and, 
finally, who does the buying and 
how to sell them. 


Since this is not just another 
publication story, we feel sure 
that you will want to see this 
data and have a copy for your 
files. 
you with your copy of the lim- 


We will gladly present 


ited edition, upon your request. 
Write today for your copy. 


AND ROAD BUILDER 


PUBLISHED by the TRAFFIC SERVICE CORPORATION 
418 SOUTH MARKET STREET 


CHICAGO, ILLINOIS 


New York Office: HOLMES & STEPHENSON, 424 MADISON AVE. 
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ing to run a large photograph of pil 
grims in a November page, the 
Missus at her spinning wheel, and 
Poppa a shadow on the far wall with 
blunderbuss in one hand, turkey-by 
the-legs in the other. But 
the little lady had Bower Bearings 
in her spinning wheel, we think this 


unless 


is an awfully expensive way to say, 
“Pioneers of Quality.” If that means 
anything! 

Steel and Tubes Division of Repub 
lic Steel has a good page, ““Now the 
cost of this part is 75% Lower.” This 
is the story of how Republic “Elec 
trunite” Tubing reduced costs for a 


caulking gun manufacturer. A _ fine 
case study. 
Boo-of-the-Month 

To Master Electric for its page, 


“Fifth Column.” No doubt it meant 
well, and perhaps some people are 
going to feel we're pretty touchy 
when we say this kind of copy dis 
turbs us. “You may be a fifth col 
umnist yourself if you don’t watch 
out. By passing up opportunities to 
promote the most efficient production 
in your plant or to improve the sale 
ability of your products, you may be 
doing a mighty effective job of slow 
ing things up. Of course, it’s unin 
tentional, but that doesn’t affect the 
result.” Our gripe is that this is in 
grossly poor taste; that it isn’t even 
true; and that it’s mighty poor sales 
psychology, to boot. As we under- 
stand it, a “Fifth Columnist” is a 


pretty sorry brand of louse, and 
certainly not a term to be bandied 
about in print. There’s enough 


horsing around with “defense” themes 
in copy lately without somebody go 
Why don’t 
you just sell your fine motors, Mas 
ter? 


Boost-of-the-Month 

To all business paper editors fot 
the especially fine and timely job they 
are doing these days. There has never 
been a time when the business press 
was so solidly packed with pure, | 
And most editors 
aren’t merely pouring this mate 
extraordina! 


ing way off the deep end. 


adulterated service. 
out—they’re writing 
well—they’re illustrating it super! 
—laying it out effectively—and 
ing advertising men a 
in headline writing. 


great les 
This splendid 
editorial service ought to serve 
warning to advertisers. For rem¢ 
ber this: The pages 
(Continued on Page 93) 


editorial of a 





















Specialized Mediums 
lo reach the PULP and 
PAPER MANUFACTURING MARKET 


... AND THEY JUSTIFY AN ADE- 
QUATE AND CONSISTENT ADVERTISING 
PROGRAM FOR 1941 TO GAIN A 
SHARE OF THE VAST AMOUNT OF 
BUSINESS WHICH THIS MARKET OFFERS! 
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The Paper Industry and Paper petitive medium. All of its sub- 
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World provides an_ excellent scribers are voluntary, assuring ty 

means to fire your sales ammuni- utmost reader interest with no ; 

tion at the buyers-target of the waste circulation. CLOSE 10 71,000,000, 000 

paper and pulp industry, because 

* has the highest net paid cireu- Paper and Pulp Mill Catalogue jiy,"mmaactarts Yor amerias 

lation to pulp and paper manufac- and Engineering Handbook is the purchased electric energy, fuel. 

turers and their key executives,of annual buyers reference book of machinery and contract work. 

iny paper published in this manu- the paper and pulp manufacturing 

facturing field. It is a monthly, industry. It is not a directory, but With the entire world now look- 

edited by specialists, not an asso- a complete reference source of ing to America for paper and pulp 

ciation medium—with a high rec- equipment and materials for paper —the market is increasing in 

ord of editorial performance, cOov- and pulp manufacturers, supply- PRE yarns _and warrants pre- 
. ; , . - heed erred attention from manufactur- 

ering news, manufacturing proc- ing information at the time it is ers and suppliers of materials 

esses and technical articles on a wanted. Produces inquiries and alike, to gain acceptance for their 
ile unapproached by any com- orders for a period of 12 months. products in this vast field. 


Write or Wire Your Space Reservations 


Our representa- 


FRITZ PUBLICATIONS, INC. Siege 


aid you in map- 


99 EAST VAN BUREN STREET, CHICAGO, ILL. advertising pro- 


gram. 
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Trends 


A review of conditions within industries which influence industrial 
merketing procedure, written by editors of business papers 





Important Developments in 
Wood Working Industries 
@ CONFRONTED with a peak de- 
mand for lumber and wood products 
as a result of the rearmament program 
and the steadily climbing home build- 
ing market, the wood products indus- 
try is actively searching for newer 
methods which will permit faster de- 
livery and at the same time provide a 
better product as never before. 

The most outstanding development 
in recent years is that of drying lum- 
ber by means of high frequency elec- 
wood has been 


tricity. Ever since 


worked on a commercial basis, the 
problem of drying the raw lumber to 
a point where it would retain its shape 
in the finished product has been a 
troublesome one Years ago the old 
method of air drying which consumed 
months of time gave way to kiln dry 
ing W hich greatly speeded up the proc 
ess. Even so, 


with some species of 


, , 
wood, several weeKs are required to 


dry lumber to the proper moisture 
content, in many instances forming a 
bottleneck in product on costly to all 


cone erned. 


As a result, the development of a 


rapid means of satisfactorily drying 


lumber in a matter of hours has 
caught the attention of the entire in 
dustry. Briefly stated, the method in 
volves the passing of the lumber or 
veneer green trom the saw through an 
electro-static field (the ‘“fever-ma- 
‘ chine” idea on a much larger scale) 
which forces the sap from the center 
of the board outward instead of dry- 
ing it from without like a piece of 
toast. The resultant product is there- 
tore uniformly dry throughout and 
free from checking and case harden- 
ing. With such speed in drying possi- 
ble, as time goes on it will be unneces- 
sary tor mills to carry such large in- 
ventories of cut stock, enabling them 


to cut and ship more closely to order. 


This new method is but in its in 


fancy. Several commercial installa 


tions are being put in, not only for 
the drying factor, but for the gluing 
up of veneer into plywood. Alternate 
sheets of veneer and resin adhesives 
are run through the electric field be- 


tween pressure rolls providing a panel 


72 


that is impervious to moisture and one 
which cannot even be disintegrated by 
boiling. 

Since through the advent of syn- 
thetic resins and the “heat and pres- 
sure” method of making plywood, a 
steady growth in the use of plywood 
is being witnessed. Because of its 
lightness, strength and ease of work- 
ing we may expect to see in the very 
near future prefabricated all wood 
airplanes, pontoons and houses that 
can be erected in but a few hours. 

Another development worthy here 
of mention is that of a new method of 
softening wood fibers so that the piece 
may be bent into almost any con- 
ceivable shape. This new method just 
announced by the Forest Products 
Laboratory where it was developed 
comes about through the soaking of 
the wood piece in a concentrated so- 
lution of urea. After the piece is dried 
it becomes plastic and capable of be- 
ing bent, twisted, or compressed at a 
temperature of about 200 degrees. 
After cooling, the piece resumes its 
normal hardness and rigidity. 

This thermoplasticity, as produced 
in wood by the urea treatment, is cer- 
tain to find wide use in the molding 
of a wide variety of wooden articles, 
including those produced by the mold- 
ing to shape of large plywood sheets. 
Since the wood products industries is 
perhaps the only one whose primary 
raw material can be renewed, such 
developments as mentioned above can 
have a large and lasting effect on our 
national economy, as well as opening 
up new uses for wood for which it 
was previously unsuited because of its 
inherent properties and working quali- 
ties.—M.  B. 
Wood Products. 


PENDLETON, Editor, 


Establish Training Programs 
For Tool and Die Makers 

@ THAT TOOL ENGINEERS are 
working night and day, and that or- 
ders for the machinery of production 
are soaring, goes without saying. The 
question which is in the minds of 
everyone today is concerned with the 
trend beyond the present rush of de- 
fense orders. 


During the past decade industry 
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generally has been slow to modernize 
equipment and machinery, because or- 
ders were not pressing and old equip 
Today’s 
mammoth spending program for de- 
fense purposes catches not only de 
fense industry, but industry generally 
more or less unprepared. 


ment served well enough. 


Thus the manufacturer of type 
writers as well as of torpedos, of foun 
tain pens as well as of machine guns, 
is going to profit from the defense 
program. Because of the priority of 
defense orders much of the produc- 
tion of machinery for consumers in- 
dustries will be deferred, and will per 
haps serve to keep these foundation 
industries going strong for some time 
after the defense program is tooled up 

A tremendous shortage of tool en 
gineers, as revealed in a thoroughgoing 
survey we recently conducted, is turn 
ing a great deal of emphasis upon the 
importance of training skilled men, 
Many 


concerns who had not found it neces 


and the methods of doing it. 


sary previously are now establishing 
training programs of one form or an 
other. 

Whereas the efforts of tool engi 
neers in recent years have frequently) 
been towards the adaptation of old 
machines to meet new problems, the 
emphasis is more upon quantity, upor 
mass production today. Where once 
a machine drilled one rifle barrel at 
a time, it is being designed now to 
drill many. Of course, frequent!) 
new machines cannot be obtained, but 
in such cases every effort is made to 
increase the productivity through the 
use of new accessories of fixtures. 

The tool engineer today is a busy 
man and it is likely that he will r 
main so for several years to come. 
|. A. ASHBt RN, Associate Editor, ] 
Tool Engineer. 





Cowan Heads Republic 
Commercial Research 


Donald R. G. Cowan, formerly 
statistician, commercial research dey 
ment, Swift & Company, Chicago, 
been appointed manager, commercial 
search, Republic Steel Corporation, Cl 
land. Mr. Cowan, who is president 
the American Marketing Associatio1 
the author of the book entitled, “S 
Analysis from the Management St 
point.” During his career he has be 
teacher of economics, marketing, 
allied subjects in midwestern colleges 
universities. For the last four year 
has been a lecturer in marketing and 
mercial research at Northwestern Ur 
sity. His work for the Republic 
Corporation will continue to be along 
of market research and analysis 









































The Percentage Is 
In Your Favor.... 





. For more profits 'from the “Quantity- | 
Order”’ market for parts, materials, and 
finishes. 





Regular advertising in PRODUCT ENGI. 


14.5% more paid NEERING will help you sell this market 


through the men in charge of the design and 


Cc i rcu | a t i on ! development of machines and appliances. 


PRODUCT ENGINEERING is their pro- 
fessional, technical journal. It is keyed to 
their needs—and yours. 








May we send you details? 





































Dec., 1940, paid dentatan te is over 11, walle, 9" 

in PRODUCT ENGINEERING'’S ey — 
than the ABC average for the pre 

a loo 1939, Hence advertisers have more an 


better coverage than ever before. 


23% more 


advertising! 


1242 








11% more 


editorial pages! 





In order to give the readers a broader 
coverage of all phases of product develop- 
ment and engineering, and to keep in step 
with growing design activity, editorial 
pages and personnel have been expanded 
during the past year. This, coupled with 
the increase in advertising, means the read- 
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1004 





1000 970 





824 





ers have more design information and 
sources of supply than ever before. 


800} 749 








“a eae + increased reader 
Space for 1940 is 23% greater than for 1939. More I n te r e St a n d C Oo n - 


than 275 companies (76 new in cama. 
a tinuing proof of 
advertising results! 


PRODUCT ENGINEERING | 
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330 WEST 42nd STREET, NEW YORK, N. Y. 


A McGraw-Hill Publication 










































[CONTINUED FROM Pace 15] 


Graton & Knight 


tor classifications, based on functions 
performed (i.e., sales coverage, stock 
carried, type of house, services ren- 
dered, etc.). Such classifications give 
us a basis for eliminating all “excep- 
tions,” as well as offering a fair and 
defensible proposition to prospective 
distributors. Probably most impor- 
tant, it serves as a means of encour- 
aging our dealers to perform all of the 
marketing functions which they are 


in position to perform economically. 


3. Srock Turn: A base stock plan 
was devised as a guide in selecting 
quantities, types, and brands any one 
distributor should carry in stock in 
order to serve its market adequately 
with a minimum inventory invest- 
ment. This was done not only be- 
cause it is sound selling, but as a fur- 
ther inducement to the distributor to 
purchase a stock outright. We are 
striving for the greater distributor 
coéperation which we found accom- 
panies purchased stocks, and we pre- 
fer, of course, not to have capital 


tied up in consignments. 


4. Returns: Inasmuch as quality 
complaints upset selling schedules, dis- 
turb customer relations, and are an ex- 
pense in themselves, we took this op- 
portunity of adding a “plug” for our 
close control of quality. 

These first four points in the plan 
are the major “profit points;” together 
they are what determine the profit our 
line brings to the distributor. Essen- 
tially, the next four points in the plan 
constitute further means of helping 
the distributor increase his volume. In- 
asmuch as they come under the cate- 
gory of advertising and promotion, 
they indicate the extent to which we 
codrdinated that work with our sales 
objective. 

§. ENGINEERING: Although engi- 
neering selling was found generally 
unnecessary, and our trained field rep- 
resentatives can be called in emergen- 
cies, we devised sales helps from basic 
power transmission facts. They serve 
the purpose of giving distributor sales- 
men greater confidence in their knowl- 
edge of our products, and our own 
salesmen material to work from in 
training distributors’ men. Engineer- 
ing tables were incorporated in cata- 
log form which distributor salesmen 
could include in their binders. It was 
organized so that the particular belt 
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GRATON & KNIGHT COMPANY 











Form used by Graton & Knight representa- 
tives for ordering catalogs and advertising 
material for distributors for the proper tie-in 
with the "Speed for 1940" campaign 


required for most any drive can be de- 
termined by merely referring to the 
tables and locating the machine in 
question. It is layman’s engineering, 
making possible accuracy under aver- 
age conditions, without expenditure of 
thought or effort. 

6. BuyING INFORMATION: A new 
reference catalog style was developed 
so that distributors’ salesmen could 
determine selling points for each prod- 
uct without reading more than a few 
lines of copy. This brief, to-the-point 
style also makes it easier for the buyer 
to understand the merits and purposes 
of each product so that he can make 
his selection quicker and surer. 

Three separate catalog units were 
designed which conform to the three 
main divisions of our industrial prod- 
ucts. This makes it possible for a dis- 
tributor to limit the catalog informa- 
tion he carries and distributes to the 
lines for which he has a market. Each 
of the units can be punched for Kala- 
mazoo binders, which are commonly 
used by mill supply house salesmen, or 
can be bound together in a firm cover 
for consumers. A prominent location 
on the front of each catalog was given 
to the distributor imprint as another 
manifestation of our faith in mill sup- 
ply house distribution. 

7. SELLING INFORMATION: “Gra- 
Knight Life,” our monthly house or- 
gan for distributors’ salesmen, was an- 
nounced as part of the plan. As was 
described in the October issue of 
INDUSTRIAL MARKETING, this contains 
information of personal interest to dis- 
tributors, serves as a periodic reminder 








of our aggressive efforts to help them, 


and furnishes them with selling mate 
rial. It has proved to be one of th 
strongest links in our selling chain. 


8. Sates Promotion: First of al 
this includes a business paper schedul 
covering the major markets for ou 
products. The product advantages 
and appeals brought out in the ads 
are based on survey findings, and the 
ads encourage buying from distribu 
tors. 

The publication advertising in 
cludes both single pages and spreads 
in both one and two colors which 
appear in Factory Management and 
Maintenance, Machine Design, Mill & 
Factory, Industrial Power and Textil 
World. Mill Supplies also is used to 
help line up new distributors and to 
bring our name and program before 
our present distributors as many times 
as possible. We also use an insert in 
Thomas’ Register, the front page of 
which features our products while 
the back carries a complete list of our 
distributors and their addresses, and 
our branch offices. 


We have made good use of the Mill 
§ Factory plan of providing cover ads 
and insert pages featuring Graton & 
Knight products to be used in those 
copies going to the people designated 
by our distributors, and inasmuch as 
our name and that of the distributor 
are both prominently featured in these 
ads, we think highly of the plan in 
furthering our mill supply house pro- 
gram. The front of the insert features 
Research leather belting and the dis- 
tributor may select groups of our 
other products to be featured on the 
back, such as packings, textile 
leathers, cements, dressings, lace 
leathers, etc. The Thomas 


Chirurg Company, Boston, is our 


James 


agency. 
The publication schedule was sup- 
plemented by several mailing pieces, 
to be sent out by us in the distribu- 
tor’s name and to his mailing list, with 
an accompanying letter on his letter- 
head. As an aid in developing an 
effective mailing schedule for each 
distributor, we compiled a table of 
buying seasons by industries. 
‘ In all pieces, we combined the most 
significant selling advantage each of 
us has to offer, namely, our product 
quality and his readily available serv- 
ice. Again, the distributor’s name 
was imprinted on the front of each 
mailing piece so that it would not 
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“ AMERICAN EXPORTER 


Carries Your Sales Message... 
. . . to the Importers, Distributors, Wholesalers 
. . . to the Engineers, Plant Managers, Consumers 
. . . in Foreign Markets 





The AMERICAN EXPORTER is Read The AMERICAN EXPORTER’S new Industrial Supple- 


by Both Importers and Large Users of ment (Seccion Tecnica in the edition in Spanish) has 
—Machinery been inaugurated in recognition of the constant increase 
Ree aoe es in industrialization in markets heretofore almost en- 
—Air Conditioning Equipment tirely agricultural or pastoral. 
—Trucks and Tractors 
“oe —— The AMERICAN EXPORTER does more than publish 
—Ventilating Devices your copy. It gives you a practical and comprehensive 


—Electrical Apparatus 
—Municipal Equipment 
—Road-Building Machinery 
—Marine Accessories 
—Refrigerating Apparatus 


foreign trade service, including: 


—a constant flow of sales tips and suggestions 


—Lighting Plants and Fixtures —aid in finding suitable distributors 
—Metals. Pi faiflonen es 
fetals, Pipes, Valves —merchandising counsel 
—Factory and Mill Supplies " . ° es 
Public Works Installations —verified prospect lists for circularizing 
—- Hy > 4 . 
ttumbing and Heating —credit reports 
—Metals and Lubricants . 
—Railroad and Shipyard Supplies translations 
—Material Handling Equipment —preparation of copy 
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Send for descriptive booklet, sample copies and rates. 


PH ADELPHIA C T ST. LOUIS 
Ma ommercial nQIK © 





CLEVELAND : SAN FRANCISCO 
oc) Williamson Bldg. W orld’s Largest Export Journal 155 Sansome Street 
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l So . LOS ANGELES 
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overshadowed by our name. As a peri- 
odic reminder of this coéperative cam- 
paign, each mailing was merchandised 
with a letter to the distributors’ sales- 
men. 

Finally, a series of envelope stuffers 
on individual products were prepared 
to meet distributors’ needs for miscel- 
laneous mailings as well as pieces to 


leave with buyers in lieu of catalogs. 


Presentation of Plan 


With the plan in mind, we were 
faced with the problem of presenting 
it effectively to our distributors as 
well as our salesmen. Then, too, we 
wanted to take full advantage of it in 
efforts to add the few new distributors 
we needed to complete our market 
coverage. It was our belief, and still 
is, that effective introduction of the 
plan would have as much to do with 
its success as the plan itself. 

Atter 


adopted a presentation book, which 


careful consideration, we 
embodies sufficient flexibility to meet 
our requirements. The book contains 
1 printed statement of our eight-point 
plan and each of our catalogs, mailing 
pieces, envelope stuffers, and publica- 
tion advertisements. All of the mate- 
rial is woven together in a story based 
on quicker and easier selling for the 
distributor. What we believe to be a 
few fundamental needs of such a 
presentation book were taken into ac- 
count in the layout and copy work. 
Some of these are: 

1. As little reading matter as pos- 
sible. This was considered advisable 
in order that each of our salesmen 
could inject his personality and com- 
plete knowledge of our line when actu 
ally making a presentation. It was 
part of our plan to build his prestige 


with distributors as quickly as possible. 


, 


2. A story that is easy to follow. 
This, of course, is necessary in order 
to get maximum salesman cooperation 
and audience attention. It would have 
taken too long to train our men to 
use a complicated presentation effec 
tively. 

3. A “break” which facilitates hav- 
ing two men RIV e the presentation. 
We found this a useful tool in keeping 
sudience interest at a high pitch 
throughout an entire program even 
though it did not run over an hour 
Moreover, if a home office representa 
tive or district manager gives part of 
the presentation we believe the sales- 
man should also participate; it is part 


of the training job. 
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Werch © Reehrmy sore ond see the Btterene 
KOEMRING CO + Milwevkee 


Leaving as little as possible to the imagina- 
tion of the reader, Koehring Company uses 
a string of diagrams down the side of its 
page to illustrate the maneuverability of 
its equipment featured as a time saver 


Each book is about 14x18 inches in 
size, and when filled with material is 
quite heavy. Inasmuch as it is used 
only twelve to fifteen times during 
the year, however, the weight factor 
is not important; a book is not carried 
Several flex- 


features were adopted which 


by salesman at all times. 
ibility 
proved practicable. The book was 
designed to stand erect before a room 
full of people, or nearly horizontal in 
a presentation before a few men around 
a desk. 


can be removed by separating a ring 


In addition, any of its pages 


binder. 


The presentation of the program 
was made first to salesmen at district 
meetings; four such meetings were 
After 


presenting the material and answering 


held throughout the country. 


questions, the procedure to be followed 
was outlined carefully. It was ex- 
plained that the presentation was to 
be given twice to each distributor— 
first, to the management, and then, as 
soon after that as possible, to the dis- 
tributor’s salesmen. It was arranged 
for district managers and home office 
representatives to participate in most 
of the early presentations to make cer- 
tain that the salesmen would get off 
toa good Start. 


Summary of Results 

As per schedule, ninety-two per cent 
of our distributors were given the 
presentation within sixty days, and 


about half of the sales meetings were 



































































conducted with at least two compan 
representatives participating. 

A requisition form was prepare: 
not only to facilitate ordering catalogs 
and planning a mailing schedule f 
each distributor, but to furnish t! 
home office with a means of contro 
It was found that the completed forn 
reflected the degree of thoroughne 
of a salesman’s work with any one 


4 


distributor, and, of course, kept us 
posted on the number of distributo: 
he had approached. Our follow-up 
work from the home office was rela 


4 


tively easy, chiefly because of the very 
apparent enthusiasm with which the 
men tackled the job. 

As previously mentioned, we think 
the effectiveness of our advertising and 
promotional efforts should be measured 
by the results of the company’s entire 
sales program since the two were % 
closely coédrdinated. Therefore, a few 
terse statements, which overlook the 
praise in letters from distributors, 
should in themselves tell the story. 

1. Sixty-seven of the 100 Graton 
& Knight distributors, of two or more 
years’ standing, showed sales increases 
during the first seven months of 1940, 
at least ten per cent greater than the 
industry’s increase as reflected through 
the figures of the American Leather 
Belting Association. 

2. Thirty per cent of the distribu- 
tors showed an increase of forty pet 
cent or better. 

3. Ten new top grade distributors 
were added in seven months 
now 110). 

The sales plan which has been told 


through our “Speed for 1940” pro- 


(total 


gram is not one year’s promotion. 
Rather, it is a complete basic adjust- 
ment of distribution policy to market 
conditions, and will be continued until 
we recognize unforeseen changes in 
those conditions. Likewise, as long as 
that policy holds, our advertising etf- 
forts will be a necessary part of each 
year’s sales program. In 1941, for 


a 


example, we will have different ad 
tising pieces, and a substitute for che 
name “Speed for 1940,” but, essen- 
tially, the program will be the result 
of increased effort to codrdinate ou! 
advertising with our selling. 


Jesse A. Smith Dies 


Jesse A. Smith, publisher, Tel 
Engineer, died in Chicago on N 
at the age of sixty-four. He was e1 
in newspaper work for many year 
prior to his purchase of Teleph 
gineer in 1927, he published the té 
paper known as Transmitter. 
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2A nnouncement 


HospiraL MANAGEMENT fakes pleasure in announcing the appointment 


of C.J. Foley as Associate Editor 


This announcement is of special interest to the hospital field be- 
cause Mr. Foley is the son of the late Matthew O. Foley, for 
fifteen years editor of HosprraL MANAGEMENT and founder of 
National Hospital Day, now celebrated on May 12 of each year 


by hospitals throughout the nation. 


C. J. Foley, in returning to Hosprra. MANAGEMENT, where he 
assisted his father for a number of years, is thus carrying on a 


great tradition. 


For the past three years he has been associated with Group Hospital 
Service, Inc., of St. Louis, one of the largest and most successful 
group hospitalization projects in the country. He has been active 
in the work of the Hospital Council of St. Louis and the Missouri 
Hospital Association, and thus brings to the magazine a fine back- 


ground of practical experience in the hospital field. 


In joining Dr. T. R. Ponton, editor of HosprraL MANAGEMENT, 
Mr. Foley will help to maintain the high editorial standards which 
have marked the 25-year history of the news and technical journal 


of hospital administration. 


Hospital Management 


The Only ABC-ABP Magazine in the Field 


CHICAGO ATLANTA LOS ANGELES SAN FRANCISCO PORTLAND NEW YORK 
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Two of the very unusual pieces of copy now appearing for The Lincoln Electric Company 
in which Alter Ego—''one's other self’ which questions, inspires and corrects conscious 


action—appears as a phantom in blue 


and answers questions about welding and 


welding equipment which puzzles the subject and suggests getting in touch with Lincoln 


| CONTINUED FROM Pact 


Marketing Research 


in order to get a share of the remain- 


22] 


ing fifteen per cent of it. 
8. What is the geographical distribu- 
tion of the market? 

If compact, sectional publications 
might be more economical and just as 
efhcient as national publications. This 
knowledge of a market might also be 
taken into consideration when allocat- 
ting territories. 

9. Does geographical location of a 
plant affect its use of our product? 

For instance, a special series of sales 
letters to plants located near the ad- 
vertiser’s mills and warehouses could 
be very eftective. Likewise, special 
attention might well be given plants 
in territories where competitors offer 
delivery or other advantages. 

10. What individuals control or are 
influencing factors in the purchase of 
products such as ours? 

Frequently it is found that entirely 
different types of publications are read 
by the three principal buying factors 
of an organization: Operating, pur- 
chasing, and management. This knowl- 
edge may also serve as a valuable guide 
as to the type of salesmen delegated to 
cover certain definite markets. 

Answers to these questions will de- 
termine when to concentrate sales and 
advertising effort on a given market. 


ll. Is the business represented by this 
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market of a seasonal nature? If so, 
what is its active buying season? 

Obviously the greatest selling effort 
should be made during and just pre- 
vious to the active buying season, but 
conditions might make it advantageous 
to exert the greatest advertising pres- 
sure considerably in advance of the 
buying season. 

12. Is the business subject to fluctua- 
tion due to outside factors, and what 
are such factors, if any? 

Developments apparently unrelated 
to a business can cause important 
changes in its markets. An interesting 
example of this is the fact that the 
discovery of insulin as a palliative for 
diabetes created a remarkable increase 
in the market for small steel tubes 
from which hypodermic needles are 
made. 

Such changes can frequently be fore- 
told by market research and analysis; 
in some Cases giving an advantage over 
competitors in developing new sales 
outlets; in others, warning that a mar- 
ket has shrunk or disappeared in time 
to avoid wasting valuable sales and 
advertising effort. 

Answers to the following will be an 
invaluable guide to the advertising de- 
partment in the preparation of copy, 
and to salesmen in the presentation of 
sales arguments: 

13. Which of our products can be 
used advantageously by this market? 

The need for this information is self- 


evident, vet in some cases available in- 


formation is neither detailed nor con 
plete. 

14, For what purposes? Production? 
Maintenance? (Detailed information 
required. ) 

The necessity of having this info 
mation, in order to write convincing 
advertising copy or intelligently to di 
cuss our products with customers and 
prospects, is obvious. 

15. What are the principal advan- 
tages of our products for these pur- 
poses? What are the disadvantages? 

Knowledge of the disadvantages of 
a product are very helpful to a copy- 
writer. While every attempt is made 
to edit unfavorable references out of 
advertising copy before it is released, 
there would be less likelihood of such 
statements getting by if the copy- 
writer knew definitely what to avoid 
in the first place. 

Likewise, advance knowledge of dis- 
advantages are essential to the sales- 
man in order that he may prepare him- 
self to answer arguments based on such 
disadvantages. 

16. Is competition for this market 
chiefly within our own industry, or ar 
other industries active competitors? 

Advertising written to meet com- 
petition within a given industry should 
be more or less institutional in charac- 
ter, i.e., it should stress the particular 
advantages offered by the advertiser's 
company; whereas advertising written 
to compete with other industries (met- 
als vs. plastics; oil vs. coal, steam vs. 
electricity, etc.) should stress, primari- 
ly, the products of the advertiser's 
industry. 

17. Would our engineering or tech- 
nical service be advantageous to this 
market? 

In selling many standard products, 
the only advantage an advertiser has 
over competitors is a better engineering 
or technical service. In such cases, 
these services might well be given even 
greater prominence than the products. 
18. What trade and technical tern 
and expressions peculiar to this mar! 
should we include in the vocabular) 
our advertising copy? 

Copy written in the vernacular o! 
the market addressed implies a fami! 
iarity with the problems encountered 
by those who constitute the mark 
and thereby establishes confidence 1” 


However, if 1s 


=a Or 


the advertisement. 
vernacular is not used in a nat 
manner, it may have exactly the o; 
site effect. 


19, Is our company weli know 
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B ADVERTINERS 


Almost 1,500 Members in 
These 20 District Chapters 
and elsew here 


BOSTON 
CHICAGO 
CINCINNATI 
CLEVELAND 
DETROIT 
GETTYSBURG 
INDIANAPOLIS 
LOS ANGELES 
MILWAUKEE 
MONTREAL 
NEWARK 
NEW YORK 
PHILADELPHIA 
PITTSBURGH 
ST. LOUIS 
SAN FRANCISCO 
TOLEDO 
TORONTO 
WESTERN NEW 
ENGLAND 
YOUNGSTOWN 


If you're located where 
there is no chapter, ask 
for information regard- 
in membership - at - 
large or suggestions for 
establishing a NIAA chap- 
ter in your city. 






100 EAST 





; Got The.. 
JITTER 


NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION 


OHIO STREET 
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It’s budget time — for most of us. If there is any time in the year when you need all 
you've got on the ball — it’s when the annual headache of laying out the budget and 


selling it to the “powers that be” comes up. 


The job’s all yours now. But you could have gotten a lot of help — if you'd been an 
NIAA member. The annual NIAA Budget Survey, which shows what the industrial 
advertisers of the country are doing, would have come to you without charge.* You 
could use it — not only to check your figures — but far more important — to help 


you sell your management on your own budget. 


But even when you've got the blessed budget out of the way — there’s plenty of 
responsibility you have to face during the year — far beyond copy and layout. Market 
Research, Publicity, Conventions, Sales Helps, Sales Manuals — all the other phases 
of this job they label “Industrial Advertising”. You can go it alone, of course, but 
if you were an NIAA member you would get help from hundreds of men — because 
all these subjects are not only discussed in local chapter meetings, but in the course 
of the year reports are available on many of these, based on country-wide surveys 


and studies. 


There’s probably a local NIAA Chapter in your neighborhood. If so, go to a couple 
of meetings — see what you’ve been missing. After that, there’s little doubt that 


hd 


you'll join. And next year, at “jittery dither” time — you'll still smoke too many 


cigarettes, but you'll find the sailing a whole lot clearer. 


*Non-members can get copies of the 1940 Annual Industrial Advertising Budget Survey at 


$2.00 ear h. Send orders direct to headquarters. 


CHICAGO, ILLINOIS 
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Sherwin-Williams Company has launched a new house organ for its industrial finishes 
department which will be published every other month. Editorial contents will be devoted 
to new developments in the industrial finishing field and product design. The first 
issue consisted of twelve pages, heavy with illustrations, and printed on enamel stock 


this market? How is it regarded? Are 
there any prejudices against our com- 
pany or our products that must be 
overcome? 

The advantages of this type of in- 
formation to the copywriter are some- 
what intangible but, nevertheless, very 
real. Copy addressed to a market in 
which a company is well known, 
should be written in a slightly differ- 
ent tone than that addressed to a new 
market, just as a salesman would write 
an entirely different letter to an estab- 
lished customer than he would to a 
new prospect. Moreover, if prejudices 
against the company or its products 
exist in any market, the copywriter 
should have complete information if 
he is expected to overcome them. 

Answers to the following will be 
helpful in determining matters of pol- 


icy, attendance at conventions, etc.: 


20. What trade associations are or- 
ganized within this market and hou 
much influence do they exert? 

In some cases, where a market is too 
small to justify advertising, a manu- 
facturer can gain favor by exhibiting 
at conventions, or by taking member- 
ships in the industry’s association. 
Moreover, some industrial associations, 
such as the “technical association” in 
the pulp and paper industry, acts as a 
clearing house for information and, in 
order to impress the market, it is abso- 
lutely essential to have a good standing 
with the association. 

The foregoing questions are funda- 


mental. The correct and complete 
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answers to them can be arrived at only 
by asking hundreds of other questions. 
In the process, much additional, 
though less basic, market information 
will be uncovered. Moreover, unusual 
questions regarding markets constantly 
arise and the answers to these can best 
be found by someone whose work is 
organized for the specific purpose of 
getting information. 


Cost Would Be Nominal 


As stated earlier in the discussion, 
the cost of this phase of sales devel- 
opment would be nominal, involving 
principally a slight reorganization of 
personnel. Various individuals in every 
concern have already acquired a mass 
of important market data. General 
sales department files usually contain 
Valuable 
statistics are available from the De- 
partment of Commerce. Business and 
industrial paper editors have a broad 
knowledge of their own fields and the 
publications themselves are a prolific 


a wealth of information. 


source of market information. What 
is required is someone to consolidate 
this data, assemble it into usable form 
and make it available to the executive, 
and sales, as well as to the advertising 
departments. 

It is my earnest recommendation 
that this work be entirely dissociated 
from the advertising department and 
that the person in charge be made free 
to devote his entire time and effort to 
accumulating, and disseminating mar- 
ket information. 


Industrial 
expositions 








Dec. 2-7. National Exposition of Powé 
& Mechanical Engineering, New York 
Grand Central Palace, New York. 

Dec. 9-14. Automotive Service Industri: 
Show, Chicago. 11-110 Merchandi 
Mart, Chicago. 

Dec. 11-15. National Chemical Expo 
tion, Stevens Hotel, Chicago. 110 N 
Franklin St., Chicago 


1941 


Jan. 13-16. All-Industry Refrigeration 
Air Conditioning, Chicago. 111 We 
Washington St., Chicago 

Jan. 15-17. National Sand and Grav: 
Association, Cincinnati 951 Munsey 
Bldg., Washington, D. C 

Jan. 20-22. National Crushed Stone A 
sociation, Cincinnati 1735 14th St 
N. W., Washington, D. C. 

Jan. 20-25. Canning Machinery & Su; 
plies Association, Chicago. Box 43: 
Battle Creek, Mich. 

Jan. 27-30. Automotive Accessories Ex 
position, New York. 1342 Brown St 
Philadelphia, Pa 

Feb. 10-12. Concrete Industries Exposi 
tion, Chicago. 400 West Madison St 
Chicago 

Feb. 25-29. Advertising Federation otf 
America, Boston. 330 W. 42nd St 
New York 

Mar. 7-22. National Oil Burner Progress 
Exhibition, Philadelphia 30) Rocks 
feller Plaza, New York 

Mar. 10-13. National Railway Appliance: 
Association, Chicago. 208 S. La Salle 
St . Chicago 

Mar. 24-29. Machine & Tool Progress 
Exhibition, Detroit Frank Shuler 
Chrysler Corporation, Detroit, Mich 

Apr. 1-4. Eleventh Packaging Expositi 
and Conference, Stevens Hotel, Chi 
cago. 232 Madison Avenue, New York 

Apr. 23-25. Petroleum Industry Electri 
Association, Tulsa, Okla. Box 24! 
Houston, Tex 

Apr. 28-May 1. American Mining Cor 
gress—Coal Show, Cincinnati, O. Mu: 
sey Bldg., Washington, D. C 

May 19-23. Western Metal Expositi 
Los Angeles. 7301 Euclid Ave., Cle 
land 

May 26-29. National Association of P 
chasing Agents, Chicago 11 Park 
Place, New York. 

June 10-13. Radio Parts National Tr 
Show, Chicago. 53 West Jackson Bl 
Chicago 

June 11-14. American Society Mech 
cal Engineers (Oil and Gas Division) 
Kansas City, Mo. 330 West 42nd ‘ 
New York. 

June 16-29. American Industrial Ba: 
ers Ass'n, Colorado Springs, Colo 
East Wayne St., Fort Wayne, Ind 

June. 22-25. American Water W: 
Association, Toronto, Ont., Can 
East 40th St., New York. 

June 23-27. American Society for 17 
ing Materials, Chicago. 260 S 
Broad St., Philadelphia, Pa. 

June 26-27. Lake Superior Mining 
tion of the National Safety C 
Duluth, Minn. 18 Federal Bldg 
luth, Minn. 

Aug. 25-29. National Associati 
Power Engineers, Baltimore. 176 
Adams St., Chicago 


‘ 
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Literature Distribution 


mailing programs? We check on that, 
too. Each month the district repre- 
sentatives report on the mailings each 
distributor has actually made during 
the preceding thirty days. 

In conclusion, I would like to make 


hese points: 

1. Our procedure is not any brain- 
truster’s dream. It has been an evo- 
lution from procedures far more sim- 
ple and far more complicated. We 
feel that it gives us a maximum of 
control with a minimum of paper 
work. 

2. We believe mechanization of a 
distributor’s mailing facilities is essen- 
tial. Our distributors are nearly a 
hundred per cent outfitted with me- 
chanical addressing equipment. They 
can handle their mailings in an order- 
ly manner, accurately, speedily. 

3. Making the planning of a mail- 
ing program a once a year job—sub- 
ject, of course, to necessary revisions 
the course of the year—avoids a 
continuing burden on the boss of the 
business. Having made the plans, he 
can turn the job over to one of his 
ofice employes to follow through, and 
iny ordinarily intelligent boy or girl 
can do a good job of it. 

That is our system of distributor 
mailing control. It isn’t perfect. It 


has its flaws. It isn’t generally appli- 


cable, perhaps. But for us, it works, 


und we think it’s doing a good job. 





House Organ Awards 
Presented at SAIE Meet 


nd awards, and awards of merit for 
reatest achievement in editorials, pro 
and appearance improvement in 
trial house organs were presented as 
luding feature of the Southwest 
\ssociation of Industrial Editors’ third 
I conference held at the Oklahoma 
A d M. College, Stillwater, Okla., 
N 16 
grand award went to “The Coach, ” 
ed by Lowe and Campbell Athletic 
( Company, Kansas City, Mo.; the 
S grand award went to “The Link,” 
ed by Carter Oil Company, Tulsa 
third to “The Diamond,” pub- 
by Mid-Continent Petroleum Cor- 
Tulsa 
ward of merit, superior rating, for 
| achievement was given “The Bul- 
Fox Rig & Lumber Company, Ard- 
’kla. “The Klein Clipper,” J. B 
. ron & Foundry Company, Okla 
City, and “Monsanto Magazine,” 
Chemical Company, St. Louis, 
awards of merit for editorial 
ent. The latter also received an 
merit, superior rating, tor ap- 
achievement 
rous other awards of merit were 


presented, there having been 169 maga- 
zines entered in the competition. The 
jury of awards was composed of Paul E 
Yard, Mid-Continent Petroleum Corpora- 
tion; Liver Buswell, McCormick-Arm- 
strong Company, Wichita, Kan.; J. L. 
Cockrell, Mid-West Printing Company, 
Tulsa, and R. C. Walker, Southwestern 
Engraving Company, Tulsa 

The competition for 1941 will be known 
as the Suzanne Jester Memorial Award, 
in honor of a former SAIE member, 
whose death in 1940 marked the first 
such loss to the association. 


Black Heads American Manganese 
W. M. Black, formerly vice-president 


and general sales manager, American Man 
ganese Steel Division, American Brake 
Shoe and Foundry Company, has been ap- 
pointed president, succeeding W. R. Cro- 
combe who remains as president, Ameri- 
can Forge Division 


Austin of Case-Shepperd 
to Fort Hancock 


Taking a leave of absence from the 
Case-Shepperd-Mann Publishing Corpora- 
tion, New York, where he has been ad- 
vertising manager of Water Works Engi 
neering and Sewage Works Engineering, 
John Churchill Austin, Ist Lieutenant, 
Coast Artillery Corps, has been assigned 
to duty with the Seventh Coast Artillery 
at Fort Hancock, N. J 


Armco Promotes Two 

J. A. Ingwersen, formerly manager, 
Midwestern sales, The American Rolling 
Mill Company, and connected with that 
firm for the past fifteen years, has been 
named manager of the sheet and strip 
sales division F.E Wortley, whose sales 


experience dates back to 1912, has been 
promoted to the position ot manager of 
Midwestern sales 





Goll Tesver, Abas. 


1832 


T, 
- J TEAMBOATS (THEN NEW), three-masted 


schooners, foreign and domestic sails, crowded the harbor 


of Fall River, Mass., in 1852. 


Many new textile mills 


brought activity and prosperity to the city and harbor. 


“Modern” smokestacks can be seen in the mid-distance. 


This view, from Bristol across the Bay, is one of a 


series of prints of century-old cities appearing in two-color 


offset on the covers of Dun’s Review. 


Collectors and 


business men have welcomed their appearance; many 


have hung them in their offices or homes. 





A few copies of this print, matted for framing, are 


available; the publisher will send one upon request to 


executives applying on their business stationery. Kindly 


address: Dun’s Revizw, 290 Broadway, New York, N.Y. 
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The Only Road 
LEFT OPEN 


to your salesmen in many defense 
order plants is the road through 
the office of the Purchasing Exec- 
utive. The reins of buying are in 
his hands. It’s more necessary 
than ever before that your adver- 
tising reach him. Conover-Mast 
Corporation, 205 East 42nd St., 
N. ¥Y.; 333 North Michigan Ave., 


Chicago; Leader Bldg., Cleveland. 


PURCTIASING 
LUHADETU 
She € nly Aalional 


. Vlaga; (He For 


Hu whastng évecalives 








ADVERTISING VOLUME FOR NOVEMBER ISSUES OF 
INDUSTRIAL TRADE AND CLASS PAPERS 


Unless otherwise noted, all publications are monthlies and have 
standard 7x10-inch type page 


Pages 

Industrial Group 1940 1939 
| *119 *78 
Air Conditioning & Refriger 

ation News (w) (11Y x 

RSG are $38 §1f32 
American Builder & Build 

ON ORE Aner eee 68 61 
American Machinist (bi-w). 287 +283 
Architectural Forum ...... $94 66 
Architectural Record ...... 5§ 47 
Automotive Industries (bi-w) 86 83 
NE a ane rive Oak a ae Bit 96 61 
Bakers’ Helper (€.0.W.)..-- 105 95 
Brick & Clay Record...... §*27 *19 
Bus Transportation ....... 83 92 
Ceramic Industry ......... *31 *36 
Chemical & Metallurgical En 

DE sccesccessesws $208 252 
Civil Engineering ......... 23 22 
Coal Age eeoeseeeceeeseses 62 66 
Construction Methods (84x 

[tt destusaweeaseowass 76 63 
OS ee rT eee 89 79 
Diesel Power & Diesel Trans 

DOCTREION ccccccesvcsese 41 44 
Diesel Progress (8! exll).. 33 27 
Electric Light & Power.... 59 46 
Electrical Contracting ..... 86 63 
Electrical South .......... $19 12 
Electrical a 36 2% 
Electrical World (w)...... $201 138 
Engineering & Mining Jour 

OOD on nah ark while trate ot 77 79 
Engineering News Record 

DE @arodtecduadwcedesacuce 153 148 
Factory Management & Main 

ee 163 182 
Food Industries .......... 63 61 
Pa ee ee 37 30 
Gas Age (bi-w).......... $70 47 
Heating, Piping & Air Con 

Pe 67 62 
Heating & Ventilating Mag 

Se sae keadtinunseawes 30 32 


Hitchcoc k's Machine Tool 
Blue Book (4144x6Y)... *171 *122 


Industrial & Engineering 


Chemistry (3 editions). . 136 156 
Industrial Power (414x6%) 77 78 
The Iron Age (w)........ *363 £*348 
Laundry Age ............ 36 43 
Machine Design .......... 85 57 
eee see Bae4 151 
Manufacturers Record ..... *37 *39 
Marine Engineering & Ship 

ping Review ........... $134 §104 
Mechanical Engineering .... §52 37 
Metal Finishing .......... 48 44 
Metal Progress speeceeceees 74 63 
Metals and Alloys......... 59 45 
Mill & Factory............ 181 125 
Mill Supplies ............ 93 77 
Modern Machine Shop (4! 2 

EE wens ethane eben 199 171 
National Petroleum News 

Te veins eekctidean ee 82 110 
National Provisioner (w)...§¢171 §153 


Oil & Gas Journal (w) (9x 


are aie Wal oa eo eee §*272§1*294 
Oil Weekly (w).......... $169 167 
The Paper Industry and 

Paper World ........ ; 63 59 
The Paper Mill (w)....... t78 64 
Paper Trade Journal (w)..§*201§§{148 
fl Ea 58 42 
Petroleum Engineer ....... $82 §68 
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Pages 
1940 19 
ne!) eee eee ‘7 *5 
Pt dckcechewn sane nda 170 14 
Power Plant Engineering... 72 5 
Practical Builder (101/)x15) 9 
PT cece cen an keene 37 
Product Engineering ...... 118 96 
Products Finishing (4x 
Sk cane civanwiccuns 29 
FE eT Te re 79 
Railway Age (w)........ §{||228 13¢ 
Railway Purchases & Stores. 43 54 
Refiner & Natural Gasoline 
DERGERCUNTE 2 ccc csces §119 M4 
Roads & Streets.......... 51 ; 
Southern Power & Industry 52 4 
ME toncthawaveu tus 222 17 
Telephone Engineer ....... 27 26 
Beepeeny CW) cccccssecs §t*79 §*69 
po ere 144 


Water Works & Sewerage.. 28 
Water Works Engineering 


Fee re ee 44 
Welding Engineer ........ 20 
Western Construction News 60 62 
Wood Worker ........... 46 1s 
Wood - Working Machinery 

oo | rere errs *$§ 54 

NE aod Sad ne wake het 7.626 6.7 


Trade Group 


American Artisan ........ 55 48 
American Druggist ....... 73 60 
American Exporter ....... **142 2 
Boot & Shoe Recorder (w).. $121 120 
Building Supply News..... 33 7 
Commercial Car Journal.... $142 §119 
Domestic Engineering ..... 58 60 
Electrical Merchandising (9x 

Tae isewsednbsodevas a *40 
Farm Implement News (bi- 

We acsaniesanesenneesnes 50 +72 
Hardware Age (bi-w)..... 91 7118 
Jewelers’ Circular—The Key- 

ee 79 71 
Mida’s Criterion ......... 8 16 
NE da an ss say ae wi 73 83 
BN FOO 6 cee eneasae’ 60 7 
Plumbing & Heating Journal *26 28 
Sheet Metal Worker...... *42 38 
Southern Automotive Journal 48 45 
Southern Hardware ....... 34 35 
Sporting Goods Dealer..... 56 54 

WE Naaeatdneteeehinta 1,231 1,26! 

Class Group 
Advertising Age (w) (1034 

|) a a4 5 
American Funeral Director. 66 ye 
American Restaurant ..... 59 +2 
Hospital Management ..... 25 ) 
Hotel Management ....... 65 69 
Industrial Marketing ...... 56 +8 
Modern Hospital ......... 91 3) 
Nation’s Schools ......... 38 6 
Oral Hygiene (4 5/16x 

Tae chtieeeands ween 105 
Restaurant Management 43 6 
Trafic World (w)........ $66 

, ae 708 


§Includes special issue. *Includ: 
sified advertising Last issue est 
tFive issues. {Three issues. **2 


French edition dropped temporaril; 


; 
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Advertising Up 9.35% 

As Year Nears End 

@ FOR THE eleven months of 1940, 
advertisers have run 9.35 per cent 
more pages in business papers than in 
the same period of 1939, according to 
reports of 110 publications included 
in the adjoining tabulation. The in- 
crease in November issues amounted 
to 4.11 per cent. 

[he industrial group, including 
eighty publications, continued to lead 
the advance with a gain of 13.63 per 
cent for November issues over cor- 
responding issues a year ago, and raised 
the lead over the eleven month period 
of 1939 to 10.47 per cent. 

[he trade group of nineteen papers 
lost a little ground in November with 
2.37 per cent less business than in the 
month last year. The score for the 
eleven-month period, however, re- 
mained 3.79 per cent above 1939 
figures. 

The class group of eleven publica- 
tions fared well with a 10.79 per cent 
increase in volume for November is- 
sues and a gain for the period to date 
ot 8.74 per cent. 

Total figures for the years 1939 and 
1940, in addition to December issue re- 
ports, will be published in the January 
issue, 


CCA to Amend Audit Form 


At its ninth annual meeting, held late 
n October, members of the Controlled 
Circulation Audit, Inc., considered a 
se in its audit form designed to 

y additional information in more con- 

nt form in compliance with sugges- 
offered by a committee headed by 

W. R. Van Diver, Union Carbide & Car 
D Corporation, together with Sidney 
W. Dean, Jr., J. Walter Thompson Com- 
p and William A. Wolff, Western 
Electric Company. The amended form 
u e submitted to the entire CCA mem- 
> for final approval 

ofhcers were re elected Seven di 

s were named, four of them being 


re ted The newcomers are ] 
H , Johnson & Johnson; R. L. Lloyd, 
Int ational Nickel Company, and C. T 
\ ms, Fuller & Smith & Ross. The 


Cl ow has twelve more members than 


avo 

ncies will soon receive a bound vol- 

ntaining the most recent circulation 
each CCA paper. The same 

ill be sold to others at five dollars 


Richards & Rubin Become 
Consulting Editors 
Edward A. Richards, formerly di 


home study, Columbia Uni 
ind editorial director, Industrial 
Institute, Chicago, and Edward 
who was associated with Mr: 
the latter capacity as research 
ive organized and opened an 
Chicago under the firm name of 
f Rubin, Consulting Editors 


Pittsburgh Glass Chemicals Canadian Engineer Publications, was 


To Be Sold by Chemical Division elected president; William J. Bryans, 
Wrigley Publications Ltd., first vice-pres 
Sale of chemical products manufactured ident; G. L. White, Westman Publications 
by the Pittsburgh Plate Glass Company Ltd., second vice-president; and Gordon 
will be handled in the future by the com C. Keith, Manufacturing © Industrial 
pany'’s Columbia Chemical Division, New Engineering, secretary-treasurer. Represen- 
York. Previously sale of such chemicals tatives on the Canadian Circulations Audit 
as soda ash, caustic soda, and chlorine was Board were elected as follows: William H. 
conducted through the Columbia Alkali Hewitt, National Business Publications 
Corporation, a wholly owned sales divi Ltd.; Ben L. Smith, The B. L. Smith 
sion. Eli Winkler, executive sales man Publishing Company; and William J. Bry 
ager, and W. I. Galliher, director of sales, ans ; ; 


will retain their respective positions 


Heating & Ventilating 


Canadian Publishers Elect Exposition Dates Set 

At the annual meeting of the Canadian The next International Heating & Ven 
Business Publishers Association last month, tilating Exposition is scheduled to be held 
Albert E. Jennings, general manager, The on Jan. 26-30, 1942, at Philadelphia 























Met I 


In Excavating Engineer — at one space cost — you 
can reach the executives in charge of digging 
operations in the following industries: 


Road Building 
Engineering Construction 
Basement and Foundation Construction 
Quarrying 

Sand and Gravel 

Brick Clay Mining 

Metal Mining (open pit) 
Coal Mining (open pit) 
Dredging 

10. Railroad Construction 
11. Logging Construction 
12. Miscellaneous Industrial 


ONAOUARWH — 


id 


By thorough-tested, controlled circulation methods, 
Excavating Engineer provides a low-cost, effective 
medium for carrying your display advertising to 
buyers of pit equipment in all of the fields enumer- 
ated above. 


Ask to see a report or NIAA publisher's statement. 


EXCAVATING ENGINEER 


1014 Monroe Ave. South Milwaukee, Wis. 


for reaching the water well drilling industry use “The Driller” 











INDUSTRIAL MARKETING, December, 1940 83 





| 


| 





[CONTINUED FROM PaGeE 27] 


Overcoming Price 


a number of unique and interesting 
processes in our shop so that we are 
able to maintain a high degree of in- 
terest in those films devoted to con- 
struction and this has enabled us to 
work in plenty of sales propaganda. 
The film on operation takes care of 
itself in this latter respect with no 
assistance from us. We have yet to 
show it w here it has not evoked very 
favorable comment. 

All of these tools are designed for 
use toward but one end—convincing 
our prospects and customers that ini- 
tial high price means nothing if over 
the long pull the cost of operation and 
maintenance of our equipment is the 
lowest. 

It might be interesting to show how 
we go about this by citing a recent 
job or two. 

Several 
from our district sales manager that 


months ago, we learned 
one of the Eastern public utilities was 
on the verge of placing a large order 
with one of our competitors because 
difference 


Now 


people had been customers of ours for 


there was such a material 


in Our respective prices. these 


years—in fact, had never used any 
other make of equipment than ours— 
but because they stood to save some 
thousands of dollars initially, they were 
ready to believe our competitor could 
do a good job, maybe not better than 


This 


is a tough situation: an old customer 


we had done, but just as good. 


knows just as much about your equip- 
ment as you do, maybe more, and at- 
tempting to gain his ear and bring 
him back into line with the old argu- 
ments he knows by heart is a 1000 to 


one shot. 


About the time this situation de- 
veloped, we completed our operation 
film and it occurred to us that here 
was something new which we might 
use to advantage. That led to the 
idea of putting on a regular show for 
all the engineers involved—we'd try 
to get them all together in one room 
where we could hit ’em all at the same 
time and avoid any “buck passing” 


among them. 
The result of this idea was that we 


developed quite a show. We also 


bought a stereopticon so that we could 
project catalog cuts in color to fill in 
the time between reel changes. We 
construction 


rushed through the 


movies and took them along even 
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Correct usage and proper maintenance of 
wire rope is prevailing theme of advertising 
of its manufacturers. Here's how Wickwire 
Spencer Steel Co. says it should be done 


though they had not been titled. Then 
we had our district manager go after 
the engineers we wanted to see and 
sell them the idea that they could not 
afford to miss the show we were com- 
ing on with. We reached the desig- 
nated place—a hotel directly opposite 
the utilities’ office—a day before our 
appointment and went into rehearsal. 
And this is most important: we, from 
headquarters, did mot put on the show. 
We insisted that our district manager 
do it until he 
was letter perfect. The reason for this 


and we tutored him 


may or may not be obvious but to us 
We felt that 


was re- 


it Was most important. 


this was his customer—he 
sponsible for success or failure in se- 
curing the job. We were simply giv- 
ing him all the help—the sales tools 
Then it 
him. If he won, all the glory was his. 
If he didn’t—but, if 


he had, we should have complimented 


—we knew how. was up to 


lost—well, he 
a good fight and left him 


him on 
with the impression we were going 
home to find better sales tools for him. 

Eighteen engineers reached the room 
we had prepared in the hotel at ap- 
proximately two p. m., and when we 
finished 


4:30 p. m. 


our show and discussion at 
they were still there. It 
was an eye opener to me—I wouldn’t 


All I could 


say when it was over was, “Confucius 


have thought it possible. 

was right. One picture is worth a 

thousand words.” 
When we ended, not a word was 


said about our high price, nor was it 
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mentioned from that time until we 
received the order at our original fig- 
ure. What we had done was simply 
to show by pictures what we four 
impossible to do by means of wor 
—that there is no substitute for qua!- 
ity and that price is purely relativ 


4 


One other point impressed me du 


ing this first picture showing—and 
think it a 
namely, the value of having som 

thing new by way of a sales tool, an 
ace in the hole as it were, which c 
be produced at the psychological m 
ment to swing the unusually toug! 


job. 


Salesmen get so accustomed to their 


i 


most important one- 


' = 


a) 


usual tools that they are inclined to 
treat them lightly and use them care- 
lessly at times. They work in the ma- 
jority of cases, but every so often an 
unusual job comes along—and it is 
usually a big one—where customary 
methods don’t seem to break the ice. 
Then the salesman is very apt to think 
his tools are no good and, when he 
gets in this frame of mind, he needs 
help and needs it badly. 
can sense this from the tone of his 


We usually 


reports on job progress and we then 
suggest he could probably use a little 
help from headquarters. 

The man from headquarters may 
tell the prospect the exact story al- 
ready told him by the field man and 
use the same tools but it will usually 
be more effective simply because the 
prospect is impressed by the fact that 
the headquarters man has made a spe- 
cial trip to see him. But when the 
man from headquarters brings with 
him a new slant, or presents the facts 
in a different way, such as motion 
pictures, his effectiveness is doubled. 

We feel that our motion pictures 
are one of the best hole cards we have 
ever held and we hope they will con- 
tinue effective for a long time be- 
cause they will be hard to replace 

Several weeks ago, we had an inter- 
esting experience with the films in 4 
Mid-West steel plant. Our 
manager had been working the job 


dist rict 


hard but could not secure more than 
a minute or so with the key man, 
who was the plant manager. As 2 
last hope of putting our story across 
with this man, we secured his consent 
to show him and his men the motion 
pictures. When we arrived at the 
appointed time, four o’clock in the 
afternoon, the managef was tied up. 
We set up the equipment and waited 
until 4:30 before he appeared. During 
this time our district manager was 
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moaning about getting the run- 
around and that the “big boy” 
wouldn’t see the pictures through— 
that he’d walk out on us after a few 
minutes. 

lo make a long story short, we not 
only held this tough prospect for the 
hour it took to show the pictures but 
for half an hour more during which 
he asked questions. The result was 
he recommended our equipment. As 
for our man, he was so delighted and 
impressed with the show that it has 
been hard to persuade him to keep 
the pictures up his sleeve for the 
tough jobs—he wants to use them all 
the time. 

In closing, let me remind you of 
John Ruskin’s famous remark: “There 
is hardly anything in the world that 
some man cannot make a little worse 
and sell a little cheaper and people 
who consider price only are this man’s 
lawful prey.” 

We try to keep this thought always 
before us for from it, we think, stem 
all the fundamentals needed to de- 
velop successful sales strategy against 


low price. 





Johnson and Rudd Given 
New Posts by McGraw-Hill 





J. H. RUDD 


F. H. JOHNSON 


Franklin H. “Spats” Johnson, formerly 
d t manager at New York for Mce- 
Graw-Hill Publishing Company, has been 
n regional vice-president of the com- 

eastern division with headquarters 
ladelphia. Mr. Johnson succeeds 


A B. Wheeler who has resigned to 
de advertising manager of Modern 
In y, a new publication to be issued 


ruary by Magazines of Industry, 
Ir ‘ew York. 

{. Rudd, vice-president, has been 
e 1 director of the company and 
Ww me full charge of the Atlantic dis- 
tr eeding Mr. Johnson 


Four New ABC Papers 


rm. new business paper members have 
Dex led to the Audit Bureau of Cir- 
W is follows: Michigan Roads and 
tion, Lansing, Mich.; Southwest 
> Contractor, Los Angeles; Print- 

York, and Minicam Photog- 


ncinnati. 
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Demand for Color Grows 


That color is a real trend, apparently 
doing a good job in advertising and mer- 
chandising is indicated by the fact that 
fifty per cent more colored ink is being 
bought today than in 1935, according to 
the Color Research Department, Eagle 
Printing Iuk Company, Division General 
Printing Ink Corporation, New York. In 
newspaper inks the volume increase in 
color from 1935 to 1940 has been forty- 
five per cent; and in job inks, 49.50 per 
cent 


Guide to Planned Printing 


Issued by Knox 
“A Standard Guide to Planned Print- 


ing,’ for the use of advertising men and 


others who prepare material for printing, 
has been published by the Frank M. Knox 
Company, New York. The Guide is an 
abridgment of the well known “Knox 
Plan for Printing Control” and contains 
in manual form the information that 
artists, layout men, production managers, 
and purchasing agents need for planning 
printed matter that can be produced with- 
out involving waste of paper stock or 
ineficient handling in press room or bind- 
ery. 


Chirurg Gets Bristol 


Effective Jan. 1, 1941, James Thomas 
Chirurg Company, Boston, has been ap 
pointed to handle the account of The 
Bristol Company, Waterbury, Conn., 
manufacturer of indicating, recording, and 
control instruments. 








culation. 


34 West Main Street 





IF YOU SELL... 


Automatic screw machines, chucking ma- 
chines, turret lathes, 
chucks, tool holders, reamers, bar stock 
material, cutting tools, collets, feed fingers, 
cutting oil and other products used in 
screw machine departments. .. . 


SCREW MACHINE ENGINEERING 


is the publication to use to take your 
message into the homes of the key men in 
the screw machine industry. 


Ask for a copy of a bulletin, containing a break-down 


of circulation, together with a summary of a recent sur- 
vey which proves the valuable potential of this cir- 


SCREW MACHINE PUBLISHING CO., INC. 


— Rochester, N. Y. 


drills, taps, dies, 



























































COOPERATIVE 

To tHe Eprror: I wish to pay a 
compliment to editors and publishers 
in the business paper field. They are 
generous and hospitable. Response to 
my request for suggestions and for 
copies of their trade papers has been 

far beyond my expectations. 

CHARLES E. FLYNN, 

Assistant to the Director, School of 
Journalism, University of Illinois, 
Urbana. 


vy F¥ 


BIGGER THAN EVER 


To tHe Eprror: I acknowledge 
receipt of the 1941 Market Data Book 
Number of INDUsTRIAL MARKETING 
with enthusiasm and hearty congratu- 
lations! 

It is interesting to see how this 
book grows from year to year in size, 
in material, in advertising, and in 
helpful market data. Certainly it is 
one of the most remarkable examples 
of steady growth I have ever seen in 
any periodical, probably because thou- 
sands of others find it as constructive, 
as valuable, and as helpful as I do. 


As I look back over the years and 
compare the old supplements in Ad- 
vertising Age with the current issues 
and the Market Data Book Number 
of 400 pages teeming with facts and 
figures and ideas, I must congratulate 
your entire organization again on the 
outstanding job you hav e done in de- 
veloping INpUsTRIAL MARKETING to 
its present stature. 

HarrY SIMMONS, 

Sales Consultant, Los Angeles, Calif. 

To tHe Eprror: I must take a 
moment out to compliment you and 
your good organization upon the 1941 
Market Data Book Number which | 
have just received this morning. You 
have a wealth of information in this 
issue which should prove to be invalu- 


able to everyone selling to the indus- 
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This annual number is 


trial market. 

becoming bigger and better each year. 
K. E. KELLENBERGER, 

Advertising Manager, Union Switch & 

Signal Company, Swissvale, Pa. 





To THE Eprror: We want to ac- 
knowledge receipt of The Market Data 
Book. It comes to us at a very op- 
portune time when we are seriously 
thinking of our next year’s advertising 
schedule. 

Ray B. Kevier, 
Advertising Department, Hammermill 


» 


Paper Company, Erie, Pa. 


- - 


PAYING FOR PUBLICITY 
ON A SPACE BASIS 

To tHe Eprror: On page 62 of 
IM for October, 1940, in the “Prob- 
lems of Industrial Marketing,” there 
is an item entitled “Publicity.” The 
problem submitted may be stated 
briefly as follows: “Is it desirable (a) 
to secure publicity and (b) to pay 
for the work on a basis of twenty per 
cent of the advertising value of the 
space secured?” 

The answer to part (a) was well 
considered, but nothing was said about 
As silence in this case may 


part (b). 
imply approval, I am taking the lib- 
erty of submitting an answer to you. 

The answer is “No” for the follow- 
ing reasons: 

Publicity is a two-way affair. It 
must benefit the person putting it out 
but it must also benefit the magazine 
To pay for publicity 
on a space basis is to put a premium 


publishing it. 


on “space grabbing” and places the 
publicity man in a position where his 
interest is diametrically opposite to 
that of both the advertiser and the 
publisher. On one hand, he will try 
to deluge the advertiser with a lot 
of clippings, perhaps of small value 
to him, and collect high rates for 
them; on the other, he will endeavor 


to get material published regardless of 
its reader interest and value. 

Aside from items of real news a: 
announcements of new products, pul 
licity material that is of value to bot! 
advertiser and publisher is almost al- 
ways worked up in collaboration wit 
the editor of the magazine using 
and the payment for the work done 


— 


— 


—) 


= 


has no proper relation to the amou 


of space secured. 


v 


To pay for publicity on a space ba 


s 


is like paying a physician on the ba: 


4 


of the amount of bandages he us 
The patient is taking a big gamble and 
is sure to be stung anyhow. 
WittiaM H. Easton, 
Sheldon, Morse, Hutchins and Easton, 
Inc., New York. 
. ww 


A LONG RECORD 

To THE Eprror: We were very in- 
terested to note that the “O. K. As 
Inserted” department in your Novem- 
ber issue selected the International 
Nickel Company “Nickelgram” for 
the “Tell All” Ad-of-the-Month. 

The “Nickelgram” 
the article was No. 444A and we be- 


lieve is one of the series appearing 


reproduced in 


regularly in Automotive News. It has 
occurred to us that many of your 
readers may be interested to learn that 
1,670 of these small advertisements 
have appeared in American Metal 
Market since Mar. 25, 1930. The ad- 
vertisements are run in three issues 
weekly and we know they have suc- 
ceeded in attracting the continued in- 
terest of a great many of our readers. 
R. A. LANGER, 
Secretary, American Metal Market, 
New York. 
vvy 


EXPRESSIVE LANGUAGE 
GETS ACTION 

To tHe Eprror: In reference to 
our advertisement in the October 1s- 
sue of Metal Progress, inasmuch as this 
appeared to be powerfully expressed 
copy it was expected that a certain 
few would take exception to it. Thus 
far we have received unfavorable com- 
ments from three sources, whereas 


hundreds of persons have reacted ta 
vorably. We attempted to reach 
primarily the men who use our prod- 
ucts and therefore quoted the expres- 
sion almost universally used among 
mill men. 

This particular ad was inserted more 
or less as an experiment, results of 


° - | 
which have proved very fruittul. 
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YOUNGSTOWN ALLOY CASTING CORPORATION 


, P 
You agitown, 6/5 , ll 4 #7. 





During the past two years we have 


inserted a number of pages of adver- 
tising of the stiff standard variety and 
have received no remarkable benefits 
other than a few casual remarks, such 
as, “that was a nice ad.” In the case 
of the copy in question we have re- 
ceived a number of inquiries as well 
as direct orders for our products. In- 
asmuch as the value of an advertise- 
ment may be gauged by results in 
terms of inquiries and orders we be- 
lieve that this copy proved to be a 
huge success despite the very few 
interspersed adverse comments. 
J. Trantin, Jr., 
Advertising Manager, Youngstown 
Alloy Casting Corporation, 
Youngstown, O. 


7, VT 


BUSINESS PAPER COPY 
PULLS IN SUMMER, TOO 


lo THE Eprror: Here’s one for the 
book of those who harbor the “‘super- 
stition” that advertising doesn’t pull 
so well during the summer months. 
Starting with a rush in February, 
A. B. P.’s “Tell All’ campaign, ap- 
selling, and 


pearing in advertising, 


marketing business papers, rolled up 
about 3,500 requests for the “Tell 
\! book by the end of May. By the 
frst of June the campaign had levelled 
out tor the long-haul program, using 
Paves instead of spreads. Even so, the 
\ P. advertising in these business 
Papers produced over 2,000 coupons 
during June, July and August! 

d still they roll in! Despite our 
conviction that “Tell All” advertising 
really works, these results surprise even 


us. Advertising men are sophisticated 


people. As one said, when requesting 
a copy of “Tell All,” “A lot of water 
flows under a lot of bridges between 
the times that I write in for publish- 
ers’ promotion!” Yet, to date over 
6,300 business men have sent in for 
copies of “Tell All” and “Intensive 
Advertising.” 

Another amazing angle is that many 
of these business men are the heads of 
sizable concerns—owners, presidents, 
vice-president, treasurer, secretaries, 
general managers, sales managers, and 
many others whom you would not or- 
dinarily classify as “coupon clippers.” 

It’s astounding what business paper 
advertising can accomplish when it re- 
moves its artist’s smock, dons a busi- 
ness suit, and talks to the readers in 
terms of their job interest! 

SCHUYLER Hopper, 

Assistant Executive Vice-President, 

The Associated Business Papers, 
New York. 
vvy 
TRADE BARRIERS 

To tHE Eprror: The bulk of the 
trade barrier problem seems to be lo- 
cated in fields other than 
goods. For your information I wrote 


industrial 


thirty-six national concerns in twelve 
different lines of industrial operations 
and asked for their experiences with 
the laws in various states in which they 
operate. Somewhat to my surprise I 
found aside from certain tax laws and 
from the state preference laws that 
these concerns had no trade barrier 
experiences to report. 

Inasmuch as this brief survey is not 
all-inclusive, it would be appreciated 
if readers of your publication would 
refer any trade barrier experiences they 
may have encountered to this depart- 
ment. 

Pau T. Truitt, 


Chairman, Interdepartmental Commit- 


tee on Interstate Trade Barriers, 
Bureau of Foreign and Domestic 
Commerce, Department of Com- 


merce, Washington, D. C. 


Britton Has New 
NDAC Duties 


Mason Britton, vice-chairman, McGraw- 
Hill Publishing Company, who has been 
serving as assistant director of the Ma- 
chine Tools and Heavy Ordnance Division 
of the National Defense Advisory Com- 
mission, has been appointed administrative 
oficer of a newly formed Machine Tool 
Priority Committee. Working under the 
direction of the Administrator of Priori- 
ties, Mr. Britton will carry out policies 
formulated by the committee and ap- 
proved by the board. He will maintain 
the necessary contacts with industry and 
with government departments 
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“Because it reaches the civil 
engineer . . . because he has 
influence on purchases of a 
great many different kinds of 
products used in a great many 
different kinds of business, we 
use CIVIL ENGINEERING”, 
says Mr. C. C. Conner of 
Aluminum Company of 
America. 


CIVIL ENGINEERING— 
the foundation medium in 
this field—can give you thor- 
ough coverage of the men in 
all branches of civil engineer- 
ing who buy your products. 





The Civil Engineer reads 











33 West 39th Street @ New York, N. Y. 
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The January issue, in addition 
to being the Annual Review 
Number will carry a complete 
write-up of The Colorado Fuel 
and Iron Corporation, Pueblo, 
Colorado. To operate the steel 
industry teday at capacity rate 
requires more raw materials 
and equipment than ever before. 
You can keep the industry in- 
formed of your products by ad- 
vertising regularly in BLAST 
FURNACE AND STEEL PLANT 
beginning with the January An 
nual Review Issue. 


Make your reservation NOW. 


STEEL PUBLICATIONS... 


108 SMITHFIELD ST. 
PITTSBURGH, PENNA. 








HEAT TREATING 
iF ORGING 


It has been a long time 
since the manufacturers of 
forging and heat treating 
equipment have had the pre- 
vailing opportunity to dispose 
of their products With the 
metal working industry oper- 
ating at such a high rate of 
capacity, your sales message 
in HEAT TREATING AND 
FORGING will give you the 
contacts with the men who 
r purchase equipment and suy 
plies You should advertise 
regularly in this paper begin 
ning with the January issue 


Make your reservation NOW 


Published by 
STEEL PUBLICATIONS, INC. 
108 Smithfield St., Pittsburgh, Pa. 


Heat Treating 
and Forging 


“WEAT TOF ATING (O00 OLIFERENT Peete” 
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N. LA. A. News 


What local chapters of the National 
Advertisers Association are doing and thinking abou! 


Industria 





Toledo Changes Name 


The Toledo Industrial Advertisers, also 


known as the Tiad Club, has changed its 


name to Toledo Industrial Marketers 


Pittsburgh Bestows Life 
Membership on Robinson 
A life membership in the Industrial Ad 


vertising Council, Pittsburgh, was pre 
sented to W. B. Robinson, Pittsburgh 
representative, The Iron Age, at a special 
meeting last month in recognition of his 
services to advertising in the Pittsburgh 
area and to the Council particular. The 
presentation was made by Richard P 
Dodds, president, National Industrial Ad 


vertisers Association 


Double Bill Program 
Staged by Chicago 


F. A. Samson, sales promotion depart 
ment, International Ni kel Company, New 
York, told the Engineering Advertisers 
Association, Chicago, at its November 
neeting, how his company promotes the 


sale of Monel metal through distributors 


ind exhibited a und slide film which is 
used to outline activities to distribu 





tors and fabricators The sales promotion 


program consists f nine major activities 
Monel 


publications with a 
280,000 


seven house 
' ; 
total circulation of about 
3 Business paper advertising which 
shows (1) custon ers’ products, and (2) 
what Monel will do 
4. Printed matter prepared especially 
for customers for promotion of their prod- 
ts made of Monel 
5 Mailing lists for use by customers, 
onsisting of 244,000 names in 60,000 
ompanies, divided into 209 lists. Nine 
teen persons are employed in the list de 
partment 


/ . . 


6. Exhibits at thirteen trades and in 
dustrial shows where customers’ products 
arfe featured ‘ 

Publicity for products made « 
Monel and nickel alloys 

8. Merchandising assistance to help 
customers market their products and de 
velop new markets 

9. Technical working with 
customers to improve their products and 
develop new mes 

All sales promotional activities are 
worked through the International sales 
man to build him up in the eyes of the 
customer The cost of promotion is 
broken down at the end of the year to 


service, 


determine the cost per pound ot sell each 
field 
H. R. Mathias, industrial sales pro 


moter, Standard Oil Company of Indiana, 
Chicago, shared the program with Mr 


Samson and spoke on “What Should Ad 


vertising Do to Help the Sales Fo: 
His address is reported at length 
30 of this issue 


Discuss Agency Commission 
Effect on Ad Rates 


Whether business papers are justifi 
increasing advertising rates in order 
pay a fifteen per cent commission to 
vertising agencies was discussed at a s] 
cial meeting last month of the Indust 
Advertising Council, Pittsburgh, the par 
ticipants being Howard Ehrlich, execut 
vice-president, McGraw-Hill  Publishir 
Company; Allen K. Billingsley, president 
Fuller & Smith & Ross, Inc., Clevela: 
and Stanley A. Knisely, executive 
president, Associated Business Papi 
Inc., New York 

The general picture which result 
from the discussion seemed to be that t 
agency has developed into an ecor 
factor in the distribution of advertisi: 
space by publishers and _ therefor 
tifies the commission arrangement w 
prevails on an increasing basis with 
ness papers Advertisers who d 
avail themselves of agency service 
nection with their publication adver 
are shorting themselves of $15 
publishers service on every $100 
for space, was one of the points made 


Speaking from his own experienc: 
the practices of his company, Mr. E] 
said that at no time had rates beer 
creased to compensate for agency co! 
sion before considerably more in 
had been built into the publicatior 
the advertiser 

Discussion of the subject is to b 
tinued at subsequent meetings at W 
publishers will be invited to questi 
advertisers 


Boston Chapter Hears 
Gibson of G-E 


Stressing the necessity of keeping 
sales organization informed at all ti 
what is planned and what is being 
in the advertising department, Robert |! 
Gibson, assistant to the manager ot 
licity, General Electric Company, Sc! 
tady, last month addressed the Te 
Advertising Association of Boston, 
subject “Coérdination Between Ind 
Advertising and Selling 

Mr. Gibson cited examples from 
eral Electric's methods, explaining 
coérdination is obtained by confer 
with the sales organization both 
home office and field so that obj 
plans, and campaigns become a 
program, combining the efforts of 
and advertising in attaining the « 
objective. He outlined the imp 
first of a thoroughly thought-out a 
ing plan, and second, the necessit 
the close codperation of the sales 
zation in preparing and carrying 
plan, and emphasized the desirab 
selecting intermediate objectives 
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an on a basis of reasonableness, psycho- 


gical correctness, and close analysis 


Abbink Talks at Milwaukee 
on Foreign Trade 


“Until recently, we sought to encourage 
e shipment of goods out of this country, 
d through a policy of high protection- 
n, to discourage imports, leaving for our 
nsumption actually a smaller volume of 
ods than we ourselves produced, a pol 
which if continued indefinitely must 
sult inevitably in a reduced standard of 
ing,” declared John Abbink, president, 
isiness Publishers International Corpora 
tion, before the Milwaukee Association of 
Industrial Advertisers Association, last 
nth 
Concerning advertising, he said that 
mparatively few specialists have devel 
ned in the field of overseas sales promo 
and export advertising will become 
ich more effective as standards long ac 
pted in our domestic campaign are ap 
plied increasingly to advertising in mar 
kets beyond our borders 
On the subject of exports, Mr. Abbink 
ntended that contrary to the popular 
inion, exports are important economi 
lly chiefly because by sending abroad 
ods which we produce at relatively low 
st, we can obtain from overseas com 
dities we are not as well adapted to 
roduce, or cannot produce at all. On the 
er hand, imports are an asset not only 
cause they supply vital consumption 
needs, but also because they provide for 
eign customers with means for paying for 
exports, thus giving employment in 
industries in this country whose output 
exceeds our ability to absorb 
‘Even apostles of the doctrine of self 
suficiency for the United States now 
ampion the acquisition of high reserves 
f overseas supplies,” Mr. Abbink pointed 
“Indications are that we are be 
ing somewhat more import conscious 
1 nation, perhaps also as individuals, 
igh certainly not as groups.” 
Mr. Abbink believes that the United 
States should take the lead in offering a 
nstructive plan for world economic re 
idjustment, and that concrete proposals 
w, which would give hope to stricken 
peoples everywhere, would more quickly 
begin the collapse of the totalitarian house 
cards than repeated platitudes on de 
racy. It was his further contention 
if we take the lead now in economic 
ibilitation it would bring prosperity 
as we have never known, after a 
rt readjustment period whose effects 
we would scarcely feel in the activity that 
lies ahead. He believes also that it would 
be dificult further to raise the standard of 
living in the United States, or even main- 
t it, unless we use our great resources 
ways that will increase the living stand 
in other countries as well 


a 


Ontario Urges Attendance 
With Novel Reminder 


insure a large attendance at its Nov 
meeting, the theme of which was 
igets,”’ the Industrial Advertisers As 
tion of Ontario resorted to the novel 
f enclosing with each circular letter 
ed to members urging attendance, a 
eight and one-half inch nail with 
otation, “The nail is for fixing this 

to your desk so that you can't 

to be at Hart House on Thursday, 

\ 26, at 6:30 p. m.” And the letter 
t goes on with the threat, “We have 
pply of sledge hammers that will be 
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sent by special messenger (a husky one) 
to those who don't say they're coming 
He has instructions to drive the nail home, 
and we don't mean into the desk.” The 
letter ended with the reminder, “Don't 
forget-—you can keep the nail-driver- 
homer away from your door by sending 
in the slip below (indicating attendance).” 


New Jersey Holds 
Direct Mail Symposium 


How house organs are utilized in un 
usual ways was discussed last month by 
E. C. Badeau, International Nickel Com 
pany, New York, at the meeting of the 
Industrial Marketers of New Jersey. R. I 
Nesmith, well known in the photographic 
field, demonstrated how to obtain and file 
photographs and how to use them to great 


est advantage. W. L. Towne, advertising 
agency executive, showed how publication 
advertising can also be utilized in direct 
mail so as to double its effectiveness, and 
Richard Redmond, Wm. E. Rudge & Sons 
Printing Company, displayed a variety of 
sales presentations in his discussion on 
“Portfolio Studies... At the close of the 
meeting, ten new members who joined the 
New Jersey chapter since October were 


introduced 


St. Louis Hears Irish 
On War-Time Advertising 


“A company will come under one of 
three divisions of activity during this war 
period,” W. E. Irish, editor, Industrial 
Equipment News, New York, declared in 
a discussion on the subject ‘“War-Time 











Mechanical Engineers . 


products in THEIR publication . 


it... they BELIEVE in it 





Lf you want to come closest to knowing exactly what is in 
the minds of forward-looking engineers and executives, keep your eyes 


on what comes OUT of their minds. 


i . . . 
You can do that by following the results of their cooperative 
activities as they exist in their organization, The American Society of 


and as recorded in THEIR monthly publication, 


MECHANICAL 
ENGINEERING 


You can tune in on this self-research and self-expressed interest . . . 
based on the actual activities of the men who have the mechanical 
responsibilities, and therefore the authority to specify and BUY ... 


You can tune in on ALL of this by telling them about YOUR 
. . MECHANICAL ENGINEERING. 


They read MECHANICAL ENGINEERING... they are interested in 
| . because they produce it, out of their 
forward looking interests and their own every-day activities. 








Membership Guarantees 
Reader Quality 









Contact these engineers 
through MECHANICAL 
ENGINEERING throughout 
1941 and you will be in step 
with a high and serious 
interest that will give you 
high and practical value in 
advertising effectiveness. 





The American Society of 
Mechanical Engineers 
29 W. 39th St., New York, N. Y. 


Midwest Office: 
205 West Wacker Drive, Chicago, III. 
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Electrical World’s ou‘standi 
advertisement in the Vovemb 
issue of INDUSTRIAL M (RKETIN 





. % 
of E 
McG: 
six-ye 
behix 
in th 
MAR 
ducti 


Mr. I 


“One 
impo 
after 
agen 
lo ou 
you’v 
ful.” 

the a 
back, 
ple w 
Mark. 


Ld ;* a 
, ee ees 












: 
aa 
aa 


MARKETING, shown in re- 
duction on the opposite page, 
Mr. Beard says: 


“One of our staff was in an 
important agency two days 
after the issue appeared. The 
agency man flipped open I. M. 
lo our ad and said, ‘Swell stuff 
you ve got here .. . very help- 


ful.” Then from a mailing of reprints of 
the advertisement, over 200 replies came 
back, many of them from important peo- 
ple who said, ‘I see these ads in Industrial 


Marketing!” ”’ 





... writes William K. Beard, Jr., manager 
mof Electrical World, one of the oldest 
McGraw-Hill publications, having a sixty- 
six-year record of successful publication 
behind it. In referring to his advertisement 


in the November issue of INDUSTRIAL 














No. 6 in a series of 
advertisements based 
on the 25th anniver- 
sary celebration of 
INDUSTRIAL MAR. 
KETING in March, 
1941. 








We're Satisfied with INDUSTRIAL 
MARKETING, here's why— 


Bill Beard and Electrical World have been 
at the publishing business for enough years 
to give his statements the stamp of author- 
ity based on experience through use, and 
when he says, ““We believe that good ad- 
vertising pays in Industrial Marketing, too. 


And we’re going to keep at it,” 
it is both advice and recom- 
mendation. 


We appreciate that kind of 
endorsement from this old 
and successful business pub- 
lication and relish the oppor- 
tunity to be of assistance in 
presenting its splendid promo- 


tion to the field that has learned to look to 
INDUSTRIAL MARKETING as the one 
publication devoted exclusively to its 
problems of selling and advertising to 


business and industry. 



























Opportunity for the Advertising Man 
ager” before the Industrial Marketing 
Council of St. Louis last month. These 
he listed as follows: “(1) Greatly in 
creased activity in existing lines of war 
standardized products; (2) gradual de 
crease in existing lines in favor of war 
products; and (3) growing difficulty in 
existing non-war lines due to war priori- 
ties. 

“Whichever way it goes,” Mr. Irish 
stated, “you have opportunity growing 
out of the two conditions—the immediate 
ly increased activity, and the essential need 
to wind up the war work in position to 
continue on a peace-time business. The 
latter can be divided into a number of 
subiects such as (1) need to retain con 
tact with old markets, (2) to keep track 
of competitive developments and of com 
panies that will let good products drop, 
and (3) the development of new products 
against the day your plant turns away 
from war orders And you can follow 
either of two courses 

“(1) Try to get money to advertise 
existing products the company may not 
agree to advertise. In other words, you 
can follow the present peacetime products 
down the hill accepting them as they stand 
and retrogress, or 

“(2) You can devise new ways to spend 
a fair share of the war-activity income to 
build behind your products, to take ad 
vantage of the advances in technique, to 
grab the good things that some one else 
neglects, to develop new ones ready to go 
on a market that will be able to absorb 


them with profit to your company.” 


“This latter 
things beyond just the business of writing 
advertising copy,’ Mr. Irish pointed out, 
“and it takes a man with vision, because 
it means bringing in improvement infor 
mation, finding new products, setting up 
the department for real product research 
both inside the plant and out in the field 
It means the gathering of data for engi 
neering and purchasing and production 
ind sales for the day it is needed.” 


course involves many 


“While this war goes on there will be 
more and easier money to spend by the 
man who can find constructive ways to 
spend it,” Mr. Irish declared. “While the 
war goes on the engineer will be up to 
his ears in engineering Purchasing will 
be driven harder and harder to find 
sources from which to buy Production 
will sit up nights devising ways to make 
old machines do double duty, and sales 
will be fully occupied in ‘receiving’ orders 

Who will be the white-haired boy 
when war orders stop coming, and re 
stricted peacetime markets force engineer 
ing to inquire what can be done with the 
Who will force produc 
tion to look to someone regarding what 
to put on shop equipment that sales can 

irry out into the field and sell? Who is in 
the best potential position? The answer,” 
Mr. Irish concluded, “is the advertising 

inaLer “ 


) 
product designs 


Pittsburgh Tells How 
lt Markets Its Products 


Discussing how his company markets 


t products. C. C 


rtising manager, Aluminum Company of 


Conner, assistant ad 


America, last month opened a series of 
eetings to be held by the Industrial Ad 
vertising Council of Pittsburgh. devoted 
to the subject, “How Pittsburgh Promotes 
Its Products Mr. Conner related how 
his comp h time and money 


toward the nstant development of new 


aluminum product fabrication and toward 
the general public acceptance of these 
products. In many cases he revealed his 
company had developed marketable alumi- 
num products, only to find no manufac- 
turer willing to adopt them, with the 
subsequent result that his company had 
to produce the finished product itself. 
However, as soon as such a_ product 
showed salability on the market, fabrica- 
tors rushed to obtain it and in most cases 
purchased the enitre product, machinery 
and all. This is in accordance with the 
company policy to develop a new outlet 
for pre-fabricated aluminum 

The advertising department, Mr. Con- 
ner pointed out, in close coéperation with 
the agency, follows each development 
from its inception and then keeps fabrica- 
tors supplied with instruction booklets, 
programs of exhibits, media advertising 
and other forms, in an endavor to keep 
the public aluminum conscious. In this 


ooks 


New editions of particular interest to 
advertising and marketing executives 








Job Finding 

The material presented in “The Strategy 
of Job Finding” is offered as a guide to 
the job seeker in the selection of a voca- 
tion, the development of a successful in- 
terview technique, and the obtaining of a 
career job. The principles apply whether 
the job seeker is a novice groping for his 
first job or an experienced applicant seek- 
ing a better position. It consists of four 
parts: 1. How to Find Yourself; 2. How 
to Prepare for Job Seeking; 3. How to 
Find the Job; and 4. How to Get the Job. 
Published by Prentice-Hall, New York. 
Price $4.00 


How to Write Better Business Letters 


The “Tell All” principle as sponsored 
by Associated Business Papers, Inc., ap 
plies not only to copywriting but to letter 
writing, according to Earle A. Buckley, 
author of “How to Write Better Business 
Letters,” in the second edition of that 
volume. While he does not say that in so 
many words, he implies as much when he 
makes the statement, “A letter has the 
best chance of producing satisfactory re 
turns when there has been put into it a 
motive for accepting the proposition it 
contains If you tell a prospect how 
marvelous your machine is and what fine 
materials and workmanship have gone 
into its making, but neglect to tell what 
the machine will do for him, you can't 
really blame him for not being interested.” 


This naturally raises the question, “How 
long should a letter be?” and to this Mr 
Buckley replies: “If the object is to get 
orders, the proper telling of the story 
will, in most cases, necessitate a long 
letter, for you must create interest, bring 
about desire, and induce action. If the 
object is to answer an inquiry, the same 
thing applies. Usuall) a man who asks 
for information will read anything you 
send him on the subject.” On the other 
hand, if the object is to solicit an inquiry, 
Mr. Buckley favors telling only enough to 
make the prospect want to hear more 
That might mean one short paragraph 

The book contains fourteen chapters, 


way fabricators are assisted in the 
of their finished products. 


Agency Head Addresses 
Southern California Marketers 


Using as his main theme “Conditio: 
of a Market,” T. T. McCarty, presid 
The McCarty Company, industrial ad 
tising agency, last month addressed the 
Industrial Marketers of Southern Cal 
nia on the subject “The Preparatio: 
the Advertising Plan.” 
plained that news stories properly pri 
pared could be released in advance of the 
regular advertising to condition a market 
Manufacturers considering the intro 


tion of their new products could save time 
and money if they would release news 


stories regarding the product, and thé 


quiries resulting from these stories would 
then indicate the best potential markets, 


he asserted 


including such subjects as analyzing 
product, service or idea; the formula 
sales letters; writing the opening; writing 
the body; writing the close; how to mak¢ 
a letter productive; and dictated letters 
Published by McGraw-Hill Book Con 
pany, Inc., New York. Price, $2 


Sales Engineering 

“Sales Engineering,” by Bernard Les 
ter, Westinghouse Electric & Mfg. Con 
pany, is a book designed to place betore 
the younger sales engineer in simple terms, 
without sales-promotional adornment, the 
principles of sales engineering, to indicate 
to him the importance of his work, and 
to suggest the opportunities for him in 
present-day society. 

The book, according to the author, 
also should prove of value to the expe 
rienced sales engineer who desires to ap 
praise and improve his present sales 
methods, as well as many highly technical 
engineers whose usefulness can be broad 
ened by a better knowledge of sales prin 
ciples and practice. 

it is divided into three parts: (1) The 
Field of Sales Engineering; (2) The Work 
of the Sales Engineer in Selling; and (3) 
The Training and Development of the 
Sales Engineer. 

The first part is devoted to sales engr 
neering in industry and trade; knowl 
of the market; relations between distr 
tion and selling; and organized methods 
of purchasing, etc. The second part con 
tains chapters on sales procedure; intet 
views; tools used in the interview; selling 
to those who sell again, etc., and the 
third is a treatise on sales-engineering 
ability; self analysis; the sales engineet 
and his employer, and the recognition © 
true values, etc. Publisied by John Wiley 
& Sons, Inc., New York. Price, $2 





Scientific Price Management | 

“Scientific Price Management I, 
Allen W. Rucker, is a realistic approac! 
to everyday price problems, consist 
fifteen different types of such pr 
taken from actual case studies, and it y!ve 
the user a complete guide to ing 
problems 


The author provides the means de 
termine volume increase under every POS 
sible condition without computat bY 


the inclusion of six calculator chart 
ed in two colors on index bristo! ré 
Published by The Eddy-Rucke: Kels 


Company, Cambridge, Mass. Prix 
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[CONTINUED FROM PaGeE 20] 


Getting Pictures 


it all up this way: 


SHOOT ‘EM AND SHOOT ‘*EM IN 
We want clear photos, 8 x 10 nega- 
tives preferred, with good tone quality, 
sharp detail and pleasing composition 
we'd rather, too, that you shoot them 
rom the light side. Negatives should ac- 
mpany the pictures—send negative, one 
rint, and a full description all in one 
ickage. We make selections, pay you a 
ir price for negatives selected, return re 
cts promptly 

Please note the following 

1. Show performance-—-the work being 
done—the operator intent on his work, 
looking at camera 

Keep extra men out of the picture 
Avoid duplicates take each shot 

m a different angle 

4 Keep competitive equipment out of 
the picture 

5. Give us plenty of information—use 


t 

t 
> 
5 


Job Report Forms 

6. Avoid obsolete equipment—we will 
gladly send you a catalog of current 
odels 


The folders are to be distributed in 
the following manners, Mr. McNutt 
explains: 

1. To a list of commercial photog- 
raphers, accompanied by a letter con- 
taining information on the prices paid 
and some special current instructions. 

2. To company salesmen and serv- 
ice men, with a letter outlining the 
purpose of the folder and telling how 
they can benefit from the instructions 
in it. 

3. To company dealers, with a let- 
ter explaining the purpose, which will 
serve to show the dealers to what 
lengths the company goes to obtain 
pictures for use in the advertising it 
prepares for them and to give them a 
better idea of how any pictures they 
take should be taken. 

4. As an enclosure to photographers 
who submit that meet 


work doesn’t 


requirements. 


O.K. As Inserted 


[CONTINUED FROM PaGeE 70] 


Paper won’t cause your advertising to 
All they can do 
live, interested, 
reading audience. But that audi- 
ence has a limited amount of reading 


be noticed or read. 
iS guarantee 
a 


you a 


~ 


time. And you are in competition 
tor that reading time not alone with 
Other advertising, but with the edi- 


torial pages as well. The editorial 
Pages set the mark you = must 
Shoot at. . 

nd what a fine mark it is! Read 
the books you advertise in—study 


the appeals and approaches and writ- 





FOR EDITORIAL ACHIEVEMENT 
1 9 WZ 4 0 
Award of Merit to 


Che (= e ge 


for the best series of articles or editorials 





published during the twelve menthe 
ending July 31, 1940 
in the third annual competition 


conducted by 


INDUSTRIAL MARKETING \ 


© ) 


: ter the article 














“STEEL STANDARDIZATION 4% 2/ Hartly 
Sept. 7, 14,21, Oct.5.12 
A page in the November "LeBlond News” 
carried this reoroduction of the award re- 
ceived by "The Iron Age" in “Industrial 
Marketing's” Competition for Editorial 
Achievement for a series of articles written 
by A. L. Hartley, metallurgist, R. K. Le- 
Blond Machine Tool Company, thus giving 
him recognition among his fellow associ- 
ates in the company's house publication 


ing and technique good editors use. 
What an opportunity you have! 
THe Copy 


CHASERS. 


F. W. Dodge Issues 1941 
Construction Forecast 


The defense program will dominate 
i941 construction and industrial produc- 
tion, according to the annual forecast of 
the statistical and research division, F. W 
Dodge Corporation. Most of the next 
years public building and engineering 
work, which may be expected to increase 
substantially over 1940, will be for army, 
navy, air corps, defense industries, and de 


fense housing, and will affect the 1941 
volume of every general construction 
classification except religious buildings 


There will be some building of comme: 
cial classification types included in defense 
projects, though fewer proportionally than 
in other general classifications 

The Dodge corporation warns that 
while practically all important classes of 
construction are likely to increase in 1941, 
it is advisable to estimate the increases 
conservatively. Excepting the possibility 
of an increased defense program the latter 
part of 1941, the odds seem to favor a 
larger volume of contracts in the first half 
of the year, instead of in the second half 
as in 1940 


Green Fuel Appoints Sanger 


The Green Fuel Economizer Company, 
Inc., Beacon, N. Y manufacturer of 
economizers, air preheaters, mechanical 
draft fans and cinder-traps, has engaged 
Alan Bridgman Sanger, New York, to 
handle its advertising. Keith B. Lydiard 


will be in charge of the account 


Donahue Joins Vultee 


G. J. Donahue, formerly advertising 
director, Gilmore Oil Company, has been 
appointed advertising manager, Vultee 
Aircraft, Inc., Downey, Calif 
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SERVICE TO USERS 


OR nearly fifty years MacRAE’S 
BLUE BOOK has been serving 
the industrial purchasing officials 
throughout the country. In these years 
a constant effort has been maintained 


to make the BLUE BOOK 


1s1 "IN ACCURACY 


IN PRESTIGE 
IN: RELIABILITY 


\ 


Proof that our efforts have succeeded 
is found in the fact that more than 
90% of our advertisers renew their 
contract year after year. 


You should benefit by telling the 


buyers your story every day of 


the year. 

It Pays to Use MacRae’s 
ACRAE's 
Blue Book 


18 East Huron Street 





Chicago 
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Tested by the cold facts of comparative 
analysis, Pir AND QUARRY can give you 
maximum coverage for your advertising 
dollar. This “First Paper’’ in the non- 
metallic minerals field maintains its lead, 


year after year, in net paid producer 
circulation . . . in plant coverage . . . in 
number of individual subscribers . . . in 


readership thoroughness . . . in volume of 
advertising . . . in exclusive advertisers. 






—% 
( Readership 
\ \ survey of 
; your products 
Write for .+- On request 
rate card 


v 


and analysis 
of distribution 


PIT and QUARRY 


907 Rand McNally Building CHICAGO 
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The COAL 
INDUSTRY 





is im a Buying 
Mood. 





Contact 











| 
Ni NEW YORK—Whitehall Bidg. 
CHICAGO—Manhattan Bidg. 


| For more than 50 years the lead- 
ing journal of the coal industry 











ATTENTION—ARE YOU THIS MAN? 


Are you the type of man who is looking for ad- 
ditional markets for your com y's output? Are 
you the type of man who seeks ways to increase 
our company’s sales in fields where you now 
| bod some sales? Are you the kind of man 

who knows that a high 


1 quality publication can 
l of service to you? 
f 





you are, write for 
a sample copy and full 
details. 





CHICAGO 









@ Complete coverage 
of current and back 
issues of trade papers 


and general magazines "Using 
for editorial and adver- Trade Paper 
tising material. Business” 


7, eie) 


CLIPPING BUREAU 


221 N. LASALLE ST., CHICAGO, ILL. 





SUBSCRIBE 
NOW 





INDUSTRIAL 
MARKETING 
COSTS ONLY 
$2 PER YEAR 





Errata 
Market Data Book Number 


The following errors and omissions 
were made in the 1941 Market Data 
Book Number of INDUSTRIAL MARKET- 
ING, published Oct. 25, and should be 
corrected by holders of the book: 
Pages 96 and 174 

Listing was omitted for 
CONSTRUCTION DAILY, 330 W. 42nd 
St., New York, N. Y. Issued by Business 
News Department, Engineering News- 
Record, McGraw-Hill Publishing Co., 
Inc. A daily construction news service 
by first class or air mail to subscribing 
sales organizations, engineers and con- 
tractors which reports engineers, ar- 
chitects and owners on proposed work, 
owners and contractors on low bids 
and contracts awarded for engineering 
construction $25,000-and-over in value, 
industrial buildings $40,000-and-over 
and commercial and public buildings 
and housing of $150,000-and-over 
throughout the United States and Can- 
ada. All reports classified in 4 stages 

-proposed work, bids asked, low bids, 
contracts awarded Nine classes of 
work reported—waterworks, sewerage, 
bridges, earthwork and waterways, 
highways, unclassified, industrial, com- 
mercial and public buildings. Bids 
asked arranged by date of bids, all 
other reports arranged in geographical 
order, Printed in 5 columns on one 
side of green sheets tates—$10 per 
month, $1 added for air mail delivery. 


Page 260 

MILL & FACTORY. Net rates were 
shown instead of gross rates per page 
which are: 1 page, $270; 6 pages, $250; 
12 pages, $220; 18 pages, $215; 24 
pages, $210. Rates per insertion: 12% 
pages, $45; 12% pages, $67.50; 12% 
pages, 90; 12% pages, $125; 12% pages, 
$166.67. 


Page 319 


Listing was omitted for 
SEWAGE WORKS ENGINEERING, 24 
W. 40th St.. New York. Published by 
Case-Shepperd-Mann Pub. Corp. Est 
1930. Subscription $2. Trim size, 9x12. 
Type page, 7x10. Published ist. Forms 
close week preceding Agency dis- 
counts, 0-2. Member A.B.P. Circula- 
tion (ABC), 2,169; (gross), 3,174. Sani- 
tation officials and engineers, 56%: 
health officials, 7%; consulting engi- 
neers, 13%; engineering colleges and 
libraries, 7%; mfgers., 8%; others, 9% 


Rates— 
Times 1 Page *% Page \% Page 
l $110.00 $95.00 $56.00 
6 100.00 R600 50.00 
12 90.00 77.00 44.00 


Color (red) extra, $20; other colors, 
$50; bleed, 20% extra; spread, 15% ex- 
tra 

WATERWORKS ENGINEERING. Cir- 
culation breakdown should read Water 
works supts. and mers., city engineers 
and other water works officials, 68%; 
consulting engineers, 5%: mfers., 11% 


general municipal officials, 6%; others, 
10% tates should read 
Times 1 Page * Page % Page 
l $140.00 $115.00 $68.00 
6 128.00 105.00 60.00 
13 115.00 95.00 55.00 
°6 100.00 85.00 50.00 
FIRE ENGINEERING, tates should 
read 
Times 1 Page % Page \% Page 
1 $125.00 $110.00 $65.00 
6 115.00 95.00 55 00 
12 105.00 R500 50.00 








savings and improved appearance. 


by organizations in the industrial 


Manufacturers of Vari-Typer 
333 Sixth Avenue 





It's Easy to Save Money with VARI-TYPER 


Compose copy for your bulletins, sales manuals, \ 
booklets, catalogs, folders, etc., in your own office 

on the composing Type Writer with changeable 
faces and spaces. Any competent typist after proper 
instruction can Vari-Type your work to stencil, 
metal plate or photo-offset master copy with Jarge 


Write Today for new specimen portfolio, 
“How You Can Save Money With Vari- 
Typer” with actual samples of work issued 
field. 


RALPH C. COXHEAD CORPORATION 
NEW YORK, N. Y 
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Milestones 


in Publishing 








A. B. WHEELER 


E. HAYNES 


Eldridge Haynes, former vice-president, 
McGraw-Hill Publishing Company in 
charge of district office sales, has formed 
Magazines of Industry, Inc., New York, 
which will publish a new magazine to 
be edited for all management men from 
presidents down throughout all manufac 
turing industries. The first issue is sched- 
uled to appear in February; the name of 
the publication will be Modern Industry 

Associated with Mr. Haynes in the 
project will be Alvah B. Wheeler, who 
has resigned as regional vice-president of 
McGraw-Hill Publishing Company at 
Philadelphia to become advertising man 
ager. Harwood F. Merrill has resigned as 
managing editor of Forbes to take a simi 
lar post on the new publication 

The following advertising representa 
tives have been appointed: Eastern man 
ager, with ofices in New York; Thomas 
L. Robinson, formerly with the advertis 
ing and news departments of The New 
York Times; Western manager, with of 
fices in Chicago, John H. Phillips, former 
ly advertising manager of the Magazine 
of Wall Street; Cleveland manager, A 
Maxwell Palmer, formerly with N. W 
Ayer & Co., and McGraw-Hill Publish 
ing Company 

- 

In recognition of the greater need [or 
buying information due to the wide spreac 
increase in industrial activity stimulatec 
by the preparedness program, distrib 
of the 1941 Sweet's Catalog Files for the 
engineering and industrial markets, n 
preparation, will be increased from 2' 
to 30,000. The additional coverage 1s 
being provided for (1) deeper penetra 


1 


tion of plants and organizations dy 
served by Sweet's, particularly tl i 
which engineering, plant, and pur ng 
departments are not in close physica! x 
imity; (2) plants and organizatior t 
previously served but which have 
have attained new buying importance 
(3) new government purchasing f 
ities and field engineering units the 
government employ 
o 

Simultaneously with the merger the 
Annalist with Business Week, BV y 
somed forth on Nov. 2 in a new er 
and dress designed by eminent ter 
Dorwin Teague who has lifted t ce 
of many an industrial product tr 
eras to railroad trains. Simplicity rks 
the job throughout. Text is now in 
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Linotype Electra; heads are Ludlow Tempo 
(out of Kabel and Futura). The cover 
remains essentially the same except for a 
deeper, shiny red, and a plug line for the 
feature article. 

Highlights of feature stories are given 
in a new contents page; the editorial page 
has given way to “The Outlook,” covering 
the long term viewpoint; the humorous 
and lighter vein now appears under “Prof- 
it and Loss”; the business index chart has 
been simplified to permit comparison with 
the last couple of years. 

With its Nov. 23 issue, the publication 
inaugurated a new statistical service con- 
sisting of monthly indexes of current con- 
sumer income for each of the twelve Fed- 
eral Reserve Districts. The data apply to 
the preceding month. 


A natural color photo reproduction of 
a cut of rare roast beef sparkling with 
oozing natural juice featured the cover 
of the Nov. 2 issue of The National Pro- 
visioner reporting the convention of the 
Institute of American Meat Packers. The 
illustration is one of those used in the 
American Meat Institute campaign “Meat 
on the Table” and was framed in a black 
bleed plate with the publication's logotype 
in small size in the lower right corner. 
Spirit varnish finish accentuated the strik- 
ing color effect 


The Canadian circulation of Industrial 
Equipment News and the right to use its 
name in Canada has been acquired by 
Canadian Industry and the November is 
sue of the publication appeared as Cana- 
dian Industrial Equipment News. 


What is believed to be an entirely new 
step in publishing in the automotive field 
is The Automobile Dealer's Market Rec- 
ord which gives the retail price of all 
makes and models of used passenger cars 
and trucks after being reconditioned, the 
loan value. A current market letter and 
new equipment department also are fea- 
tu The publication is pocket size and 


tures 


is published monthly by trade areas 

Arnon N. Benson, Chicago, is publisher 
= 

The cover of the November Brick © 

Clay Record carried a reproduction of a 


tural color photograph of the new Walt 


Disney studios at Burbank, Calif., illus 

trating the distinctive brickwork which 
features the structure 
e 

urist Publications, Chicago, pub 


Trailer Topics, has published the 


first annual edition of Tourist Court Red 
B which carries the sub-title “Con 
struction and Management Handbook and 
Buyers’ Guide for Tourists Courts and 
Trailer Parks.” The book is 6x9 inches 
in size and has ninety-six pages and cover 
The publisher is also starting Tourist 
C Management, a monthly for man 
agers and operators of tourist courts and 
tr parks 
2 

: T Journal of Aeronautical Sciences 
has established Aeronautical Review 


wh will be devoted to reviewing all 
Gata published of interest to the aeronau 
tical field 
eo 
International Oil, Houston, Texas, is a 
new quarterly devoted to technical infor- 


mation covering the exploration, drilling, 
production, and pipe line divisions of the 
oil industry. A special “Oilfield Equip- 
ment and Engineering Methods” section, 
deals with various applications of equip- 
ment and methods heretofore unknown. 
K. W. Steinmann is editor. 


Bus Transportation is conducting a con- 
test for the National Bus Traffic Asso- 
ciation to choose an advertising slogan for 
the industry which will help to keep the 
message of bus travel in the forefront of 
the public mind. Prizes of $100, $25, and 
$15 will be awarded at the close of the 
competition, Dec. 31 


e 
Ziff-Davis Publishing Company, Chi- 
cago, has published the first issue of 
Photographic Trade News, designed to 


give news coverage of the field. The pub- 
lication has a tabloid format. 


- 
The December issue of The Tool En- 


gineer carries a special fifteen page section 
on “Gear Finishing’ presenting an anal- 
ysis of the two major methods of finishing 
gears. The section was printed in blue 
and orange. 

e 


Effective with the November issues of 
The American Automobile (Overseas Edi- 
tion) and El Automovil Americano the 
front covers will hereafter be devoted to 
editorial usage rather than be sold for 
advertising purposes 


Commencing with the January, 1941, 
issues, Water Works Engineering, Sewage 
Works Engineering, Fire Engineering, and 
Electricity on the Farm, published by 
Case-Shepperd-Mann Publishing Corpora- 
tion, New York, will change to a new 
three-column make-up throughout both 
editorial and advertising sections, eliminat- 
ing half, quarter, and eighth pages, and 
confining fractional advertising space to 


2/3, 1/3 and 1/6 pages. No change in 
rates is involved 
Uses Gold Ink 

You might have thought it was a 
Golden Anniversary issue of The Iron 


Age, but it was merely the use of gold ink 
in The A. F. Holden Company ad on the 


front cover of the Dec 


14 issue 


1= 
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DO YOU KNOW 


What 


TRADE PAPERS 

LABOR PAPERS 

CHURCH PAPERS 

FARM MAGAZINES 
MEDICAL JOURNALS 
POPULAR MAGAZINES 
WOMEN’S MAGAZINES 
JOURNALS OF ALL SORTS 


are saying about you, your 
company, your products, your 
competitors, their products? 


We can tell you, 
because 
We Clip Magazines— 
some 3,000 of them in all these 
fields—promptly, carefully and 
intelligently — 
and we are the only bureau in 
America that does. 


Clipping Bureau of the 


AMERICAN TRADE PRESS 
15 E. 26th St. New York City 




















| 


| The 1941 Telephone "BLUE BOOK" 
containing a complete 3-section, 
cross-indexed, Directory and Buyers’ 
| Guide of the manufacturers and sup- 
pliers serving the telephone industry 
will be published as a part of the 


regular January, 1941 issue of 


| 
| 


| TELEPHONE ENGINEER 


7720 Sheridan Road, Chicago, Illinois 








in reporting new de- 
velopments— 
in buyers’ preference 








Publication office, 431 South Dearborn St., Chicago, Ill. New York office, 152 W. 42nd St.; 
Phone Wis. 7-9043. New England Office, 1501 Beacon St., Brookline, Mass.; Phone Aspinwall 8480. 
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Useful information compiled by publishers and others, which can be secured 
without cost through “Industrial Marketing" or direct from the publishers 





424. The Plastics Industry. 

An exhaustive survey of the opera- 
tions of the plastics industry and the 
materials and equipment used by it. 
Geographical location and distribution 
of molding, laminating, and fabricat- 
ing plants is graphically shown as well 
as detailed information about the types 
of plants and presses, mold making 
equipment, steel, tools, accessory equip- 
ment, finishing equipment, shipping 
cartons, and insert pieces. A second 
section of the brochure 
comprehensive history of plastics and 
their uses. Published by The Institute 
of Plastics Research. 


includes a 


425. Stet. 
This a 
magazine editors dealing with the me- 
chanical and editorial phases of the 
work involved in their publication. 
Published by The Champion Paper and 


house magazine for house 


Fibre Company. 


National and International 
Business. 
This folder discusses the transition 


426. 


period in the business situation and 
its effect on buying practices in the 
Issued by World 


petroleum industry. 
Petroleum. 


427. IEN Data File Folder. 


Complete detail facts of the mar- 
ket coverage of Industrial Equipment 


News, including county breakdown 
and NIAA_  Publisher’s Statement 
Form, and reprint of “What Plant 


Men Want to Learn from Your Ad- 
vertising,” by William E. Irish, editor. 


428. Construction Outlook, 1941. 

The annual forcast of construction 
activity issued by the Statistical and 
Research Division, F. W. Dodge Cor- 
poration, with breakdown by kinds 
of construction and comparison with 
1939 and 1940 figures. Data on ma- 
jor classifications are shown for the 
last seven years. 


429. Driving a Wedge Into Indus- 
try’s Fastest Growing Market. 
This booklet presents a compre- 


hensive picture of the metallurgical 
engineering market, explaining how it 
operates, what it does and where, what 
it buys, and describes the peculiarities 
of the men who constitute its buying 
factors. Produced by Metals and 


Alloys. 


INDUSTRIAL MARKETING, December 


304. How 103 Plants Buy Enginceer- 
ing Equipment. 

This survey, issued by Power Plant 
Engineering, covering a cross-section 
of subscriber plants, provides detailed 
information on sizes of installed equip- 
ment, personnel structure of the en- 
gineering department, and titles of in- 
dividuals who recommend purchases, 
specify kind and place orders. 

400. The Big Electrical Market. 

These file sheets issued by Electrical 
World present data giving an idea of 
the market for electrical and other 
goods represented by the electric light 
and power industry. Major products 
bought are listed and capital expendi- 
tures for new construction in the in- 
dustry are given by subdivisions. 


386. A Readership Study Among In- 
dustrial Executives. 

This survey, issued by Machinery, 
shows what kind of publications in- 
dustrial executives read and what kind 
influences them most in making equip- 
ment buying decisions. It is a sum- 
mary of expressions and opinions from 
1,570 engineering and manufacturing 
executives who are recognized as domi- 
nant buying power factors in their 
plants. 


353. A Survey of Today’s Industrial 
Buying. 

Here is an up-to-date study to learn 
where the industrial distributor stands 
in his competitive battle with the di- 
rect seller. It lists reasons given by 
both large and small companies for 
buying direct. Presented in graphical 
form, the survey enables the distrib- 
utor to note his progress and to de- 
termine the points on which he can 


improve his service. Issued by Mill 

Supplies. 

364. Nation-wide Survey of Water 
Supply. 


An inventory of the nation’s water 
supply facilities by states, tabulated 
by population, ownership, source of 
water, and treatment facilities. Com- 
piled by Engineering News-Record. 
408. The Textile Industry. 

A release by Textile World giving 4 
comprehensive definition of “textiles 
and what is meant by the “statistics 
of the industry, and outlining their 
industrial uses. 
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1940 — Thomas’ 50th Year — 1940 





Industry’s Established Directory and Product Information Services 


50 YEARS OF EXPERIENCE in collating and publishing WHERE 
TO BUY Information, especially designed for all factors who direct 
and influence purchasing in the Industrial Plant and Commercial Fields, 
are concentrated in these two publications---and they are rendering 
TOP satisfaction to a clientele comprising a vastly major portion of all 


Purchasing Volume in these fields. 


LONG CONTINUED INQUIRY through close and extensive contact and service 
in this field has ascertained just WHAT is wanted and HOW it is wanted... 
and these two publications represent a progressive development in supplying the 
expressed preferences of all PLANT AND OFFICE purchasing factors . . . Each 
publication is an essential part of Thomas’ complete specialized buyer's service. 


“LISTING ALL MAKERS” 


ing. 

















A. B. C. Member —Initial Subscription 
$15.00—Renewal, $10.00 


Annual — Started 1905 — Following other 
Thomas’ Industrial Guides previously pub- 
shed—Complete for al! lines, regardless 


tising. 5000 Pages—9xI4. 





Approximately 4,000 adver- 
tisers will have more than 15,000 
informative advertisements in 
the 1941 Edition, now about 
closed. 

The complete, National Source of Supply 
Guide, ordered, paid for by the Upper 
Class organizations, all lines, everywhere to 


satisfy the preference of all their ‘'Key’’ 
men concerned with specifying and buying. 


Each service 
consulted in each organiza- 
tion by the various ‘Key’ — es ——— 
men who influence purchas- 


Executives 

Purchasing Agents 

Dept. Heads 

Laboratories 

Research Depts. 

W orks, Production and 
Plant Mgrs. 

Operating and Produc- 


tion Engineers 


and other individuals con- 
cerned with investigating, 


specifying and buying. 


“REPORTING WHAT’S NEW” 


| 





habitually INDUSTRIAL EQUIPMENT NEWS 
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== bn. ll 





Member CCA 
Monthly — Started 1933 


Currently serving more than 


600 advertisers. 





53,134 active plant operating men in 
nearly all important plants in each of the 
principal divisions of industry have re- 
quested "JEN" as evidence of their need 
and interest in its service. 

They read IEN to keep posted on new 
products, and to LOOK FOR their current 
operating requirements. 

Cost - - Only $79 to $85 a month to ad- 
vertise your product when and where oper- 
ating men in industry look for current oper- 
ating requirements. 


Details? Write for the "IEN Plan." 


THOMAS PUBLISHING CO., 461 Eighth Ave., New York City 


BOSTON ¢ CHICAGO ¢« CLEVELAND ¢ DETROIT ¢ PHILADELPHIA ¢ PITTSBURGH ¢ SAN FRANCISCO ¢ TORONTO, CANADA 


eS SSS. 
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To Get Your Share of Booming Power Plant Business 















mt in 

.... lalk to the Man Who}: 
. | like 

Keeps the Wheels Moving}: 
work. 

. Huf 

Power outputs are now hitting new all-time high marks. To meet the call for ¢ 2n 
“full steam ahead” under the National Defense Program, industry is planning » aske 
to spend many millions in enlarged or modernized facilities for generating chink 
and utilizing power. Is your advertising program aimed to get your full er 4 
share of this mounting and profitable power plant business? at 
One sure and effective way to reach this fast-moving, all-industry market is ary of 
through the advertising pages of POWER PLANT ENGINEERING. It helps wom f 
you to tell and sell the power engineer—the man who keeps the wheels moving ibly u 
throughout the factory. He either specifies by type or make or is consulted : hope 


in the specification of boilers, stokers, engines, turbines, pumps, motors, com- 
pressors, piping, belting, instruments and other power equipment. 






\ brief analysis of the power plant market as it relates to your products, the 
distribution of POWER PLANT ENGINEERING’S subscribers by industries 


and other useful information will be presented on request. 


TECHNICAL PUBLISHING CO., 53 West Jackson Blvd., Chicago 







‘ 


a 


f 
i 


tions as: How Is the National Defense Pro- in preparing their plants to meet Nationa! 
gram Organized? What Part Does Power Defense loads, the January issue of 


In January... 
" ' Play in the Scheme of Things? Is Power POWER PLANT ENGINEERING will 
The POWER PLANT'S PART Production Apt to Be a Bottleneck? What geared to give advertisers ACTION. Decide 


IN NATIONAL DEFENSE" About the Country's Fuel Supply and Water now to start a hard-hitting 1941 advertising 








Power? What Can the Industrial Power and sales program with a forceful, tim 
Under the above title a special |6-nage Plant Owner, Plant Operator and Utility message in this important issue. There is 
editorial section in January POWER PLANT Executive Do to Make the Program Resultful? time to send in advertising copy or plates ‘oF 







ENGINEERING will d’scuss such lively ques- Because it will guide thousands of engineers January POWER PLANT ENGINEERING 





INDUSTRIAL MARKETING, December, !940 





CH 


ot in an ad. A good strong claim 
_ savings always gets me. But it 
be convincingly backed up in the 
[like pictures of the product on the 
the sort of thing I run into in my 
work.” 

; Hufsey had not yet seen the No- 
rt 2nd issue of Electrical World, 
e asked him to thumb through it 
think out loud” as he went along. 
of the ads interested him. We've 
duced 13 on this spread with a 
ury of his comments . wish we 
nom for all the ads he commented 
ubly upon, but space is limited. 
¢hope Mr. Hufsey’s remarks — and 


other reports to follow in this series — 
will be of help to you in preparing pro- 
ductive advertising. We're bringing these 
reactions to you because we firmly believe 
that business paper copy must be tailored 
to the needs of each specific group of read- 
ers. If your copy is helpful to Mr. Hufsey, 
Mr. Van Antwerp (Nov. Industrial Mar- 
keting) and other “reviewers” to come, 
you'll get results from your advertising 
in Electrical World. And maybe we'll 
get more advertising! 

Drop us a line if you want reprints of 
this entire series. Address Market Re- 
search Department, Electrical World, 330 
W. 42nd St., N. Y. C. 











od that od carefully. We've got 
nat is going to involve some 
und duct.”’ 


“Il like that. The pictures don't take up 
the whole page and yet they're big 
enough to see clearly. I'd spend some 


time on this ad hospital.’ 





‘ve like that catches my eye 
“es m@ want to read the ad 
abeut that kind of trouble 








The first paper in the active electrical industry, with a record 
of 66 years of service to electric light and power companies 
electrical engineers in large industnal plants, electrical manu 
facturers, consulting and construction firms, governmental de 
portments and others concerned with the making, distributing 


marketing and utilization of electric power 


A McGraw-Hill Publication * 330 West 42d St., N.Y. C. 


—AMOTHER MODERN STRUCTURE THAT 
SELIES, UPON EXIDE BATTERIES FOR PROTECTION 


| would read that ad because it deals 
with storage batteries which we need 
in our substation and also in the town's 


“BRICKBATS” 


by Mr. Hufsey 


“Type is too hard to read 
when there's a lot of it 
white on black, or on a 
color”. 


“Why feature such an ob- 
vious point? Every one of 
those gadgets is tested 
and rated"’. 


“I haven't the time or pa- 
tience to figure out what 
that picture is about — it's 
too complicated”. 


“That heading is too vague. 
it wouldn't stop me" 


Only Mol 
We f One 


NaAMs PUNMENS 


E “sd THESE FEA 


ee te hee pe ee ng 
ee ee ee ee 
oe ee Rates meters 





Good! We don't use Moloney trans 


formers but I'd check these features to 


be sure we had them on our trans 


formers. If we didn't, then I'd look 


into Moloney 





1-T-E CIRCUIT BREAKER CO. Puc. acetemia.Pa. 


Very good. Those pictures are cer- 
tainly clear—I! can see every detail 


of the construction 
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THIS MONTH: Sacramento, California 


Well-known among West Coast Indus- 
tries and an important member of the 
meat packing industry is C. Swanston & 
Son, Sacramento, California. Under the 
able guidance of Robert Swanston, presi- 
dent, this progressive concern hits a mark 


of $3,000,000 in annual sales. 


During the course of a year C. Swanston 
& Son slaughter and process 45,000 hogs, 
20,000 cattle, 10,000 calves and 40,000 
sheep. Swanston’s “Poppy” Brand hams 
and bacon are well-known to West Coast 
housewives. More than a half million 
pounds of sausage are produced by the 


firm each year. 


The state of California contains 64 meat 
_packing and sausage manufacturing plants 
and accounts for approximately $10,000,- 
000 of the industry’s $3,320,471,231 an- 
nual value of products. The neighboring 
state of Oregon is the home of 26 plants 
and Washington houses 54. 


Meat packing is a nation-wide industry. 
It is an industry embracing more than 
2,600 manufacturing units, each of which 





does its own buying, processing and manu- 
facturing. Each sells and distributes its 
own products. 


Illinois with its 177 meat packing and 
sausage manufacturing plants, including 
those of the so-called Big Four, is exceeded 
by New York with 191 and closely followed 
by Ohio with 167 and Pennsylvania with 
165. Right across the country, state after 
state, are manufacturing plants worthy of 
individual sales and merchandising atten- 
tion. By any standard of comparison, 
Meat packing is an industry in itself. 


The National Provisioner, now in its 
49th year of service, is definitely the lead- 
ing publication in the Meat Packing In- 
dustry. Reaching, as it does, the men rep- 
resenting 99% of the purchasing power of 
the industry, it offers you the qualitative 
penetration so necessary to a successful 
sales campaign. 


If you have a product applicable to the 
Meat Packing Industry, write today and let 
us help you determine its potentiality in 
this highly receptive market. 


THE NATIONAL 


ayy 


ovisioner 


THE MAGAZINE r THE 
Meat Packing and Allied Industries 





PLANT OF C. SWANSTON & SON 





407 So. Dearborn St. 


Chicago, Illinoisy 
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GREATEST RENEWAL 
PERCENTAGE OF Alt 
CONSTRUCTION 


MAIN ENTRANCE TO A BILLION DOLLARS 


While you’re enjoying today’s good market, 
you can build for the future, too. There can’t 
be a let-up in a construction program that must 
supply hundreds of thousands of new people each 
year with facilities for living and working...new 
and better highways, water supply, sewerage, 
housing, irrigation systems and the like. 


When we speak of a billion dollar heavy con- 
struction market west of the Rockies, we mean 
a sustained market...one that grows better year 
by year because population increase is 3-to-1 
over the national rate. When we say complete 
ble iketing of the buying influences, we mean 
penetration all through the ranks...contractors, 
engineers, superintendents, foremen and mas- 
ter mechanics. More of these reasons WHY are 
given in the booklet “Best Marketing Bets”... 
a monthly digest that packs 30 days into 5 min- 
utes. May we send it to you? Western Construc- 
tion News, 333 Kearny St., San Francisco, Calif. 








Jim Weaver is Director of Equipment, Inspection 
and Tests at Westinghouse. He is one of the most 
important of the key production men who origi- 
nate and control the purchase of millions of dollars 
worth of equipment annually in his industry. 


Mr. Weaver has this to say about THE TOOL 
ENGINEER: “Trade publications by the score reach 
my desk every month. Of these, there is one mag- 
azine that is always of more than average interest 
to me, and that is THE TOOL ENGINEER. I read it 
religiously from cover to cover each month, as do 
many more of the production executives of our Mr. J. R. Weaver 
company.” Director of Equipment, Inspection and Tests 
Westinghouse Electric and Manufacturing Co. 


East Pittsburgh, Pa. 


This is an excerpt from a letter recently re- 
ceived from a TOOL ENGINEER advertiser. 
The name of the company or a reproduction 
of the full letter will be furnished upon 
request. 





nce with the "Tool Engineer" has been that it 
consistently produces more productive inquiries than any 
of the other publications in which we advertise. 


It covers the field we want to reach most effectively and 
for this reason you may rest assured we will continue to 
advertise in yow magazine. 





The entire circulation of TOOL ENGINEER is directed to 

MA ORE men like Mr. Weaver—men who are responsible for the 
purchases of machines, tools and materials used in the 

F Y mass production industries. Because THE TOOL ENGI- 
or OUP NEER is read . . . because it proves definitely interesting 


M to its readers ... it consistently offers “MORE” to its adver- 
one Y tisers in sales results and true advertising economy. 


The TOOL ENGINEER 


MACHINERY ® PRODUCTION METHODS ® TOOLS 
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Count the Readers per dollar 
instead ot Lines per dollar 


... THEN YOULL GO ROTO, TOO! 


Roto is Second > ae aa ~ Roto is Second 
* Only to Page One in Pie mB Only to Page One in 
Men Readers Women Readers 


Foremost Advertisers say “QUALITY” Faster with Roto 
._The Class of the Mass Circulation 


ConviNcING evidence that Roto “‘sells’’ In addition “preferred position” is 














is found in the fact that in 1939 alone 
more than 100 national advertisers, new 
to Rotogravure Sections, joined the 
hundreds of foremost advertisers who 
consistently use Roto to increase sales 
of nearly every type of merchandise 
These seasoned advertisers “go Roto” 
because they know that in the Sunday 
newspapers’ Rotogravure Sections their 
advertising is exposed to the maximum 
number of potential reader-customers. 
They know that the nationally-accepted 
Gallup method of surveying reader 
habits has demonstrated that Sunday 
Rotogravure Sections get a reader 
traffic averaging second only to page 


one in volume!* 


assured in Roto regardless of the page 
the advertising appears on because 
the interesting pictorial content of this 
effective yet economical medium sus- 
tains reader traffic on every page. 
Consider Rotogravure space in your 
advertising. Let its tremendous reader 
traffic, its quality appeal, its clean-cut 
reproduction of your art work help to 
increase sales of your product, too! 

For more information, write Kimberly- 
Clark Corporation. We maintain a serv- 
ice, research and statistical department 
for the convenience of advertisers and 
publishers. Take advantage of this 
liberal offer. There is no charge 


for our service. 


*Based on a continual analysis of reader traffic in 21 different papers in 17 key cities. 


THE NATIONALLY-ACCEPTED <cveqnk thas PAPERS 
Manufactured by 


KIMBERLY-CLARK CORPORATION -« Established 1872 - NEENAH, WISCONSIN 
\ New York, 122 E. 42nd Street Chicage, 8 5. Michigan Avenve , Les Angeles, 510 W. Sixth Street 
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READER-INTEREST is the factor which 
determines the success of direct mail 
advertising. And one way to get 
reader-interest is to print your bro- 
chures, catalogs and circulars in Roto- 


gravure. This is a fact demonstrated 


by the millions and millions of news- 


paper readers who are attracted every 


Y) 
REG AT. OFF 


seth ect Kotople 


ATTRACTIVE PRINTING 
MEANS MORE READERS — 
MORE READERS 

MEAN MORE SALES — 


week to the Sunday Rotogravure Sec- 
tions of great newspapers. 
Capitalize cn this extraordinary 
feature! Consider Rotogravure, too, for 
your direct mail advertising and let its 
realistic reproduction qualities add to 
the impressiveness and effectiveness of 


your selling messages. Many foremost 


até 


advertisers use Rotogravure in rich 
monotone and in thrilling natural colors. 

If you need advice on Rotogravure 
printing, call a Kimberly-Clark Roto- 
gravure man. There is no charge for 
our cooperation which is available at 
each of our offices. If you prefer, write 


for advice and samples. 


y.s.& CAM 
ye orf 


Remember, paper plays a vitally important part in the effectiveness of Rotogravure —choose if carefully ! 
Compore the nationally -accepted Rotogravure pepers mode by Kimberly-Clark Corporation, listed 
above. They come in wanted weights and sizes fo suit your requirements, to meet your budget. 











Announcing 





THE SECOND ANNUAL MODERNIZATION 
SURVEY OF THE HOSPITAL MARKET 


New construction and modernization proj- 
ects make the hospital market particularly 
attractive to manufacturers of equipment 
for all of the various departments which 
are being made ready to meet the increas- 
ing demands for hospital service on the 


part of the public. 


The 1940 Modernization Survey of 
HOSPITAL MANAGEMENT gave manu- 
facturers a clear picture of the important 
sales opportunities represented by this 
widespread activity. The new 1941 survey 
will be even more inclusive. Broken down 
by departments, it offers specific informa- 
tion for manufacturers of building equip- 
ment, furniture, beds and bedding, food 
service equipment and laundry equipment 
as well as manufacturers of the numerous 
technical products required for the main- 


tenance of hospital service. 





Throughout this year HOSPITAL 
MANAGEMENT has carried on an edi- 
torial campaign for improvement of hos- 
pital equipment and methods, based on 
the revealing information supplied by the 
initial survey. These studies of how best 
to plan modernization, in all departments, 
have proved so popular with hospital 
administrators that they have been re- 
printed in book form — again demonstrat- 


ing the editorial authority and acceptance 


of HOSPITAL MANAGEMENT. 


The hospital market is expanding, and so 
is HOSPITAL MANAGEMENT. A 60 per 
cent increase in advertising volume is just 
one of the significant indicators pointing 
to this ABC-ABP magazine as your best 
bet for increasing your sales volume in this 


big consumer market. Ask us for details. 


Hospital Management 


The News and Technical Journal of Administration 


Atlanta 
Walton Bldg. 


New York 
30 W. 42nd St. 


Chicago 
100 E. Ohio St. 
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Terminal Sales Bldg. 






Portland San Francisco 


Mills Bldg. 


Los Angeles 
Western Pacific Bldg. 








9 






































ne¢ 














HWS A RUSH JOB- 


especially now 


..-<One must know quickly who can 





supply needed materials and plant 


equipment, 


SAYS MR. R. de C. GREENE, CHIEF ENGI- 
NEER of AMERICAN CYANAMID COMPANY 


“If we don’t have the necessary data on the 
product of a given manufacturer, where 
we can put our hands on it when we want 
it, that product might not be considered. 
But if sufficient data regarding it is in 
Sweet’s Catalog File, where we can always 
find it quickly, we can move fast. 


“We look upon Sweet’s not only as an 
index to manufacturers of products in which 
we are interested, or which may become 
of interest, but also as a source of essential 
engineering and descriptive detail with re- 
spect to the product and its applications. 


« 


‘Under present conditions many suppliers 


we regularly deal with are overloaded, and 
we have to look elsewhere. Sweet’s gives 
us information of other sources we have 
never done business with, or may even 
never have heard of. 


‘I have been using Sweet’s 15 or 20 years, 


and men in my department and in our de- 
sign department use it constantly. I don’t 
think there is any other service in the field 
that is comparable to Sweet’s, as far as we 
are concerned. It is doing a fine job.” 






























ARRANGE NOW-—to have adequate buying information on your products included i 


the 1941 Sweet’s Catalog Files (engineering and industrial) that serve your markets 
for further information, see the 1941 MARKET DATA BOOK, get in touch with ouf| 


Nearest office, or write us. Sweet's Catalog Service, 119 West 40th Street, New York, N. 





——— 














There is a cogent reason for 


ROADS AnD STREETS’ 


widening lead and steady gain in percentage, and pages, of 
advertising volume over all other national construction magazines. 


Th R « Highway contractors invest more annually in the purchase of 
e eason: construction equipment than do any other types of contractors. 
(Source: U. S. Construction Census) Data in the Census shows 
that highway contractors annually invest 200% more in the 
purchase of equipment than do any other type of contractors. 


Recognition of the above fact, and the further fact that 

The Result: ROADS AND STREETS regularly reaches over 1000 more indi- 
vidual contractors than does any other magazine in the engineering 
construction field, by equipment manufacturers points the reason 
why ROADS AND STREETS has merited the preference of 
equipment manufacturers as an advertising medium. The percent- 
age of gain in advertising volume in ROADS AND STREETS 
for the first nine months of 1940, as compared with the correspond- 
ing period in 1939, was 38%, greater than the next nearest of the 
national construction magazines. 


ROADS AND STREETS’ 


January (Convention) Issue 


will be the “1941 Road Show” in word and picture (no Road Show, 
no exhibits or booths of any kind at the ARBA Convention, 
January 27-31) for the 20,000 vested buying authorities in the high- 
way field — Contractors and vested buying and specifying authori- 
ties in Federal, State, County, City road and street Departments. 








Get in the January issue! Get the attention of the 
$1,000,000 plus equipment market at a time when they 
are concentrating their attention on decisions as to 
the MAKE of the type of equipment they plan to buy. 


Closing date January 5. 
POWERS’ ROAD AND STREET CATALOGUE 


Then, to make sure detailed data about your 
product will be handy for ready reference by the 
prospect at the important moment when purchase 
decision is in the making, use generous space in 
the accepted, authoritative reference source... 
POWERS’ ROAD AND STREET 
CATALOGUE. Acomplete, effective, economical 
job of coverage —and no jolt on the budget. 


THE GILLETTE PUBLISHING CO., 330 South Wells St, CHICAGO, ILL. 
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‘earest office, or write us. Sweet's Catalog Service, 119 West 40th Street, New York, N. 
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1941 Railway Market 


Importance 


¢C Audie 


Nce 


How Can YOU Put All These Factors Together 
to Make More 1941 Railway Sales? 


N THE key railway market, it is important to build 

your sales program with many different factors in 
mind, so that it will meet your specific needs. There are 
certain groups of railway men who control and influence 
purchases of your products. During 1941, the prospective 
volume of railway purchases will offer the greatest in- 
centive since 1929 to keep your railway audience con- 
stantly informed. 


In the first 46 weeks of 1940, the railroads loaded 2,182.,- 
361 cars more than in the like 1939 period, and railway 
earnings in the first nine months were the greatest of 
any like period since 1930, excepting 1937. Improved 
railway business has stimulated increased purchases, as 
evidenced by the 32 per cent increase in purchases of 
equipment, materials and supplies from manufacturers 
in the first eight months of 1940 over the like 1939 period. 


On the basis of present trends, the Railway Age estimates 
that purchases from manufacturers for the twelve months 
of 1940 will be about $850.000,000—almost as large as 


Simmons-Boardman Publications 


30 Church Street, New York, N. Y. 


105 W. Adams St..Chicago Terminal Tower,Cleveland Washington, D.C. 


Henry Bldg. 


San Francisco Seattle 


530 W. 6th St. 550 Montgomery St. 


Los Angeles 


ALL A.B.C.-A.B.P. 


in 1937, when they were the largest since 1930, and 
estimates that 194] purchases will total more than a 
billion dollars! 


You can depend on a vigorous advertising campaign in 
the five Simmons-Boardman departmental railway pub- 
lications to aid you effectively in building railway sales. 
Each of these publications is read by railway men with 
buying power and influence, and each one is the out- 
standing authority in its particular field of railway ac- 
tivity. 


Your regular sales message in these publications will 
stimulate worthwhile attention and interest for your prod- 
ucts among the men you want to reach, because each 
publication is devoted to the interests of one of the sev- 
eral branches of railway activity, and each one has a 
specialized circulation of important railway men. They 
enable you to select your own railway audience and to 
concentrate your efforts without waste on the men you 
want to reach. 


Ra 
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READER REACTION TO EDITORIAL ARTICLES in American Machinist is 
growing by leaps and bounds. Hundreds of new problems created by the 


impact of the defense program have forced production executives to keep 
up on latest methods. Their preferred source for the information is American 
Machinist, now —as always — publishing articles and news items keyed 
to Metal-Working’s immediate need. Regular editorial material has been 
expanded by special sections on Armament and the Working of Materials 
— vitally needed by plants beginning defense orders. Over 80,000 reprints 
of these sections have already been distributed for reference purposes over 
and above their original circulation to Metal-Working’s largest paid audi- 
ence. The letters here illustrated are typical of hundreds recently received. 


INCREASED CIRCULATION throughout the Western hemisphere is one 


Ai¥ 


result of this closer readership. Keeping pace with the expansion of Metal- 
Working to meet its new responsibilities, American Machinist has increased 
its total paid circulation (already Metal-Working’s largest) more than 1,000 
in the first ten months of 1940 and now has over 2,000 more paid sub- 
scribers than at its 1929 peak. 
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and most uf luciual Industry Audience * 


of any Aeronautical Business Magazine 


2+ AVIATION 


AVIATION, America’s oldest aeronautical magazine, 
has been the leader for 24 years... and this leadership 
has never been more pronounced than it is right now. 

The total net paid circulation of Aviation has more 
than doubled during the past four years. The 34,390 
net paid circulation shown in the June, 1940 A.B.C. 
Statement is over 6,000 more than the figures for June, 
1939. And Aviation’s circulation continues to increase 
in advance of the rapid expansion of the industry itself. 


>. COVERING THE AVIATION MARKET 


WITH AVIATION 


Industry circulation .......... 10,848 First 
The Largest Industry Circulation of any Aeronautical Magazine 
— includes manufacturers of planes, engines and parts; air trans- 
port companies; distributors and dealers; airport executives; 
and men in various branches of government aviation such as 
the army and navy. 


MANUFACTURING CLASSIFICATION 





Aiscraft Migmaectwarers «ow. ccc cccccccses: 3,168 First 
Engime Manufacturers ......cccccccccccces 627 First 
Parts and Accessory Manufacturers ........ 1,465 First 

Total Manufacturing Classification . 5,260 First 


GOVERNMENT CLASSIFICATION 
The Army Air Corps, the Naval Bureau of Aero- 
nautics, the Air Services, branches of govern- 
SE GE, n.c cit nines cwapewerasnecanns 2,235 First 
INFLUENTIAL CLASSIFICATION 
Banks, investment houses and insurance companies 340 First 
Libraries, technical and other educational institu- 





DC aw oa Barak alee ane ; 1,990 First 
Companies and individuals interest in aviation 291 
Total Influential Classification . 2,621 First 
OPERATING CLASSIFICATION 
Air Transport ... 1,622 
Fixed Base Operators (Dealers, ‘Distributors, Fly- 
ing Schools, etc.) .......... ' 1,261 First 
Plane Owners, not otherwise classified 3,830 
nb caedvn oes cubes eens ss 4,336 
PEE, 6 ck:cnctacdechemewEseaebncaens nese ’ 470 
Total Operating Classification _ 11,519 
TOTAL EFFECTIVE CLASSIFICATION 
NE 6 nak Ch wennanacemen eke waits am ee 5,260 First 
CREO T OCC CCC CCOTT COC OT ee . 2,235 First 
EE 6 dca sn nde awh de eadetensoaen ean 2,621 First 
CE KASS sastdeetessedesc cans connor een 11,519 
21,275 
NN nnn n.c kts eebteeeadbeads oes 911 
Ee rr ee ee en eae 814 
TOTAL NET PAID CIRCULATION 
Dial Duecwsaee, TOC «once cc ccwnccess ere, 
ie Tee Come TMD oo oi cesses cndicweineas . .12,763 

















A 5-YEAR GROWTH IN NET PAID A.B.C. CIRCULATION 











FIRST IN INDUSTRY COVERAGE 


Every branch of the industry is thoroughly covered. 
But even more significant is Aviation’s dominance in 
the key industry brackets. As the detailed circulation 
breakdown of Aviation shows, more than 46% — almost 
11,000 — of Aviation’s subscribers are men WITHIN 
THE INDUSTRY. For in keeping with a long established 
habit, these men who control the specifying and buy- 
ing in America’s fastest growing industry, are depend- 
ing more than ever on Aviation for authoritative in- 
formation of the latest aeronautical developments. 


FIRST IN ADVERTISING VALUE 


The intensive readership Aviation enjoys applies to 
the readership of Aviation’s advertising pages. Men 
throughout the industry look to Aviation for current 
buying information, essential in the present expansion 
program where speed with efficiency is imperative. 





AVIATION’S 8th Annual Directory Issue 


Aviation’s Complete “All-American Air Show in Print’ 


.the principal and most authoritative source of in- 
formation on the aviation industry published. Its great 
reference value makes it widely used by all branches 
of the industry. The 1941 edition will be greatly ex- 
panded to include new data now vital to the indus- 
try's need for more complete buying information. It will 
be the most comprehensive and valuable of the series. 


FEATURE SECTIONS INCLUDE: 


Complete description and performance details of Ameri- 
ca’s civil, transport and military aircraft illustrated by 
photographs and 3-view drawings. 


Complete detailed specifications of all aircraft and en- 
gines (excluding only military models on restricted list). 


Complete Section of design detail drawings. Design trends 
will be graphically illustrated. 


Complete Directory of aircraft, engines, parts, accessories 
and equipment manufacturers — and principal personnel. 


PRINT ORDER OVER 60,000 giving thorough coverage 


of aircraft manufacturers, engine and parts manufacturers (in- 
cluding sub-contractors), operators, government and military offi- 
cials, aircraft owners, dealers and distributors. Price 50c per 
copy on the newsstands. 


=F PLAN NOW to advertise your products in the 1941 
Edition of AVIATION’s 8th Annual Directory Issue... published 
in February. 




































































THE ROVING REPORTER SAID: 
“Telling the right story to 
the right man becomes 
doubly important.” 





















Maybe Hartford isn’t typical. But our roving 
reporter, just back from an intensive survey, 
calls it “pre-typical.” Hartford, he says, gives 
a good idea of what conditions will be in other cities when they 
get into full rearmament swing. 

With factories going “36 hours a day” and expanding as 
rapidly as possible, Hartford is busy ... all the way from first 
line defense companies right down to a woodworking plant. 


To Manufacturers Selling to Busy Industry, This Means — 


More electrical equipment is being sold—‘“Our business is up 50% over 
last year.” —a leading electrical contractor. 

“Our Kw.-hr. consumption is nearly ten times greater now than in 
1938.”— plant chief electrician. 


More men to see—and harder to see them—A big contractor whose 
business is 99° industrial tells us: “Passes are a real problem. |'m 
in and out of that plant all the time, and finally got finger-printed. 
Now I always wear this pass button.” 


Prospects have less time to see salesmen — The assistant to the General 
Manager in one of Hartford’s biggest companies said, “Our chief «© e¢- 
trician does 90% of the electrical specifying and buying . . . Does he see 
salesmen? Only a few regular ones. Most of them don’t get by me.” 











ELEMENTARY... . 
But Too True To Overlook! 





mae interest in a part, material, method or finish is 
aroused among original specifiers, any sales effort you 


may put forth is largely lost. When a decision to buy has 





been made by a Design Executive, Chief Engineer or De- 
signer, and approved by the purchasing department, no 


amount of pursuasive selling is likely to be effective. 


i 
| 
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This is so because parts, materials, methods and finishes are 
engineered into machinery. They become integral parts of 


the whole unit. Substitution usually requires design changes. 


It is to MACHINE DEsIGn’s readers, 36,000 Design Executives, 
Chief Engineers and Designers, in the more than 7,900 plants, 
that you should direct your major sales offensive. This read- 
ership represents most of the actual specifying and primary 
buying power of your entire market in the machinery build- 


ing field. 


qf W\\ | To place your sales message before the men who originally 
| 


\ specify parts, materials, methods and finishes . . . when speci- 
fication means assurance of volume orders . . . place your 
advertising message in the one publication that reaches the 


source of selection . 
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MACHINE DESIGN 


A Penton Publication 
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110 E, 42nd Street Penton Building 520 N. Michigan Ave. 
NEW YORK CLEVELAND CHICAGO 
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THE CHEMICA! 


p 330 WEST 42nd STR 
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For COMPLETE, EFFECTIVE COVERAGE 


OF THE METAL FINISHING INDUSTRY 


PRODUCTS FINISHING, with 16,000 monthly 
circulation, offers top-notch, selective coverage of 
the largest buyer audience in the metal cleaning, 
plating, polishing and finishing industries. Metal 
finishing executives read and use it as a reliable 
guide to available sources of supply to this rapidly 
growing finishing industry. 


PRODUCTS FINISHING takes your sales mes- 
sages to the buyers in the metal finishing market 
and does it effectively and economically. Make 
PRODUCTS FINISHING the first essential 
requirement in planning your sales and advertising 
program to reach this market. 


Write for Complete Details 


PRODUCTS FINISHING 


Published by 


GARDNER PUBLICATIONS, Ine. 
431 MAIN STREET CINCINNATI, OHIO 
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Metal, from its initial molten state through to thousands of finished forms Advertising Pages 


is today’s most widely used material . . . dependable largely because First ten months of 1940 vs. first ten months 


: : cle . . . of 1939, as tabulated in Industrial Market- 
of frequent tests and checks to which it is subjected. No hit-and-miss ing . . . qvesnge of 90 tndestiel gene 


methods are tolerated in any phase of metal production. including STEEL ; .+10.19% 


ee 19,99 
STEEL’s editorial contents are subjected to equally rigid tests for verifica- 


tion, accuracy and completeness... giving scores of thousands of execu- 


tive readers the latest and most authentic news of their industry. 


The metal producing and metalworking industries depend on STEEL for 


important news first. 


STEEL Is Modern! 





CLEVELAND 
OHIO 


























ti Ape" y oY te Bes +) iy 
. ‘ 4 ; F v >? e" me 4 os 44) 
2, rcpt a on i owe f : eel har a } Pi weg 8 Ne. 
va “05 Lt a . r ° bhans ‘ ok ae ~" Mis on wrd “> % oe Foy 
et WD, re F* ~ . 4 of 14 oe Ns. ae 2 woe” uh At ag aver eo, Weer AP a 0 me 








OE were eae ome a 





This Year 423 Manufacturers 


Used KEENEY PUBLICATIONS 
t to Promote their Air Cond 


— 


tioning 
and Allied Equipment Sales .. . 





Turn Page and See the Roll-Call | 
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ipaper is ABC, 
and it carries 
Aly the Jour 


ection of the 





jean Society 
ting & Ven- 


g Engineers 


Manufacturers appearing in the Roll 
Call at right make products used in 
air conditioning, for heating, or for 
process piping installations — equip- 


ent required by industry or on other large building projects. 


These companies consistently advertise in HEATING, PIPING 
AIR CONDITIONING for one paramount reason: Through the 
ges of this leading publication they reach the KEY engineers 
te KEY contractors whose continued acceptance of their prod- 
ts is VITAL to sales success. 


if you manufacture anything suitable for this Industrial and 
rge Building Market, HEATING, PIPING & AIR CONDITIONING 
ll prove of unquestionable help in promoting your sales. For 
v, as for many other manufacturers, it's the No. 1 Advertis- 
g Medium — the "MUST" paper on your 1941 schedule. 









































1940 ROLL CALL of Advertisers 


in HEATING, 


PIPING & AIR CONDITIONING 


Acme Industries, Inc 
Aerofin Corp 

Air Controls, Inc 

Air Filter Engineering Co 
Air & Refrigeration Corp 
Air-Maze Corporation 
Airtherm Mfg. Co. 

Alco Valve Company 
Allen-Bradley Company 
American Air Filter Co 
American Blower Corp 
American Brass Co. 
American Dist. Steam Co 
American Metal Hose 
American Rolling Mill Co 
Anderson Company, Inc 
Anemestat Corp. 
Armstrong Cork Co. 
Armstrong Mach. Works 
Auer Register Company 
Au-Temp-Co Corporation 
Automatic Products Co 
Autovent Fan & Blower 


Badger & Sons, E. B. 
Baker Ice Machine Co. 
Baldor Elec. Co 
Barber-Colman Co. 

Bell & Gossett Company 
Binks Mfg. Co 

Bishop & Babcock Sales 
Buffalo Forge Company 
Buffalo Pumps, Inc. 
Bullard Company 
Burnham Boiler Corp. 
Byers Company, A. M 
Byron Jackson Co 


Carey Company, Philip 
Carnegie-Illinois Steel 
Carrier Corporation 

Cash Company, A. W. 
Central Station Steam 
Century Electric Co. 
Champion Unit Heater Co 
Clarage Fan Company 
Clifford Mfg. Company 
Cochrane Corporation 
Columbia Steel Company 
Connecticut Tele. & Elec 
Connor Engrg. Corp 

Cork Import Corp 

Crane Co. 

Curtis Refrigerating Mach 


Dart Manufacturing Co. 
Dayton Rubber Mfg. Co 
Delco Products 

Demuth & Sons, Chas 
Detroit Lubricator Co 
Devlin Mfg. Co. 

Dole Valve Company 
Dunham Company, C. A 


Eclipse Aviation 


Fairbanks Company 
Fairbanks-Morse & Co 
Fedders Mfg. Co 
Felters Company, Inc. 
Frick Company, Inc. 
Fulton Sylphon Co. 


G & O Mfg. Co 
General Controls 
General Electric Co. 
Gilmer Co., L. H. 
Grinnell Company, Inc 


Hall Manufacturing Co 
Haines & Co 

Hays Corp 

Henry Furn. & Fdry. Co 
Henry Valve Company 
Herske & Timmis 

Hess Warming & Vent 
Hoffman Specialty Co 
Howell Elec. Motors Co 
Hussey & Co., C. G. 


Ilg Elec. Ventilating 
Illinois Engineering Co 
Illinois Testing Lab. 
Independent Register Co 
Industrial Mfg. & Eng. Co 
Ingersoll Steel & Disc 
Intern'] Boiler Works 
Intern’l Corres. Schools 
Intern’] Engrg., Inc 
International Exposition 


Jenkins Bros. 

Jewel Manufacturing Co 
Johns-Manville Corp 
Johnson Service Co. 


Kewanee Boiler Corp. 
Kinetic Chemicals 


Lau Blower Co. 
Layne & Bowler, Inc. 
Lincoln Elec. Co. 


Magnet Switch Co 
Maid-O’-Mist, Inc. 
Malleable Iron Fittings Co 
Marley Company 

Marlo Coil Company 
McCord Radiator & Mfg. 
McDonnell & Miller 
McQuay, Inc. 
McQuay-Norris Mfg. Co 
Merchant & Evans Co 
Meriam Company 
Midwest Piping & Supply 
Minneapolis- Honeywell 
Modine Mfg. Co 

Mueller Brass Company 
Mundet Cork Corp. 
Murray Mfg. Co. 


Nash Engineering Co. 


Nelson Corp., Herman 
Nesbitt, Inc., John J. 


Owens-Corning Fibergla 
Ozalid Corp. 


Pacific Lumber Company 
Patterson-Kelley Co. 
Pipe Fabrication Inst 
Plandaire, Inc. 

Porter & Company, Inc 
Powers Regulator Co. 


Randall Graphite Prod 
Reading-Pratt & Cady 
Rempe Company 
Republic Steel Corp. 
Rhoads & Sons, J. E 
Ric-wiL Company 


Sarco Company, Inc. 
SKF Industries, Inc. 
Skilbeck Mfg. Co. 
Spang, Chalfant Co. 
Spoehrer-Lange Co. 
Spraying Systems Co 
Staynew Filter Corp. 

St. Louis Blow Pipe 
Sturtevant Co., B. F. 
Surface Combustion Corp 


Taylor Forge & Pipe 
Taylor Inst. Cos. 
Tenn. Coal, Iron & Rail 
Tilco-Fin, Inc. 
Torrington Mfg. Co. 
Trane Company 
Tube-Turns, Inc. 

Tuttle & Bailey, Inc. 


U. S. Air Conditioning 
United States Steel Corp 
Universal Cooler Corp 


Vibration Eliminator Co 
Victor Elec. Prods. 
Vilter Manufacturing Co 


Wagner Electric Corp 
Ward Leonard Elec. Co 
Waterloo Register Co 
Watson-Stillman Co. 
Webster & Co., Warren 
Webster Engineering Co 
Westinghouse Elec. & Mfg 
Whitlock Mfg. Co. 
Whitney Metal Tool Co 
Wiegand Co., Edwin L 
Williams & Co., J. H 
Wilson, Inc., Grant 
Wing Mfg. Co., L. J 
Worthington Pump & Mach 


Yarnall-Waring Company 
York Ice Machinery Corp 
Young Radiator Co 


Youngstown Sheet & Tube 
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An industry on the move is one in which the 
who buy and specify do not remain in one loca- 
for long. As one job is completed they move to 
her. Such an industry is engineering construction 
e the addresses of contractors, engineers, Army, 
y and Air Corps construction officers are be- 
constantly shuffled. These subscriber samples ex- 
why advertising in Engineering News-Record 
Construction Methods is an increasingly potent 
in maintaining sales contacts so necessary in 
e moving days: 
Draeger, formerly Engr., Wis. State Hwy. Comm., has moved 
dford, Va., where he is Fid. Engr., for Hercules Powder Co. 


om. Wm. H. Godson, Jr., Off. of Supv. of Shipbidg., Newport 


| Shipbldg. & Dry Dock Co., Newport News, has moved from 


ersfield, Conn., where he was Engr., Dept. Pub. Wks. 


Jackson, Supt., Central Paving & Constrn. Co., has moved from 
on, Miss., to Alexandria, Va. 

G. Alfred Karp, Civ. Engr. Corps., U. S. Navy, N. Y. City, was 
Aide, U. S. Dept. War, Engr. Off., Providence. 

» W. Merrick, student, Syracuse Univ., has become Plant Engr., 
ng Glass Works. 

Nelson, Insp., U. S. Dept. War, Engrs. Dept., has been trans- 
dto Naval Air Sta., Norfolk. 

rd Corley, Engr., Massman Constrn. Co., Chicago, has moved 
orfolk, with McClean Contrg. Co., Naval Operating Base. 


r Hugh J. Casey, Exec. Officer, U. S. Dept. War, % Military 


ser, Commonwealth Victoria Govt., Manila, P. |., has moved 
Lewis. 
A. Jaeger, student, Univ. of Ill., takes a job with Giffels & 


t, Inc., industrial plant Engrs. at Norfolk. 


LD. Renshaw, Engr. Off., U. S. Air Corps, Pub. Wks., Miami 


h, was formerly at Puerto Rican Air Base, Punta Borinquen. 


Hatcher, State Hwy. Dept., Miles City, Mont., has taken a 
on with Montana Power Co. 


.. Jernigan, Gen. Fore., H. Albrecht Constrn. Co., Bedford, Mass., 


moved from Johnstown, Pa., to become Fore., V. P. Loftis Co., 
port News. 

E. U. Woodward, Civ. Engr., Frederick Snare Corp., has moved 
Schwager Caronel, Chile, to Lima, Peru. 

Ford, Mem. Firm, Forcum-James Co., has moved from Baton 
e, La., to Charlestown, Md. 
\ Mercer, Engr., Starrett Bros. & Eken, Inc., has been transferred 
Red Bank, N. J., to the work at Camp Blanding. 

s Van Buren, Civ. Engr., Raymond Concrete Pile Co., has moved 
Hudson, N. Y., to Norfolk. 

Beldin, Asst. Supt., H. T. Campbell & Sons, has moved from 
brium, Pa., to Chesapeake City, Md. 


i Salfingere has moved from Sacramento Air Depot to Camp 


er 


. Hamilton, formerly City Engr., Pocatello, Ida., is now with 


Engrs., Fort Lewis. 


tee E. Brewer, U.S. Dept. of War, Engrg. Dept., has moved from 
te Dam, Wash., to Redding, Cal. 


veinburg, Asst. Supt., Mason, Walsh, Atkinson & Kier Co., has 
d from Mason City, Wash., to Cle Elum, Wash. 


Smith, Howard R. Green Co., Cedar Rapids, has moved from 


hisland where he was Supt., Stark Bidg. Co. 


‘Bellows, Constrn. Co., formerly received Construction Methods 
*uston. This subscriber has changed to W. S. Bellows, % Brown- 
“s Columbia, Naval Air Sta., Corpus Christi. 


Mey M. Hearn, U. S. Engrs. Off., Dept. of War, Narragansett, 
was formerly at the U. S. Engrs. Off., East Hartford, Conn. 


« Brackney, Supt., Bever & Morris, Inc., has moved to New 
my, Ind., from Bowling Green, Ohio. 


R Pearson, Asst. Engr., U. S. Engrs. Off., Dept. of War, moved 
Galveston to Nashville. 


Hughes, Cons. Engr., Dept. of War, Constrg. Quartermaster 
»Moved from Wash., D. C., to Alexandria, Va. 


C. Crawshaw, Quality Engr., Consolidated Blidrs., Inc., moved 
Son Francisco to Honolulu. 


fra 
Nowhere else can you secure the 53,000 ; 
Subscribers that Engineering News- 
Record and Construction Methods de- 
liver with less than 6% duplication. 
Make sure your advertising program in 
these publications is adequate to cash 
on the most active construction mar- 
ket in over 10 yeors, 














































how te sell 


ou the move 


To sell an industry, you've got to reach the men 
who buy and specify. Usually, this is not difficult, for 


men in most industries can be spotted easily. 





In the engineering-construction industry, however, it's 
a big job locating the buying factors, let alone selling 
them. That's why advertising in Engineering News- 
Record and Construction Methods can do such a 
whale of a job in getting your story over to con- 
tractors and engineers for, as is shown in the ad- 
joining column, these publications reach buyers and 
specifiers regularly no matter how often they move 


from job to job. 


With defense construction piling new billions on nor- 
mal requirements and with jobs being speedily con- 
structed, advertising can carry a bigger share of 


the sales load if you'll give it a chance. 


Cram your copy with sales facts. Give your pros- 
pects all the information they need to make a de- 


cision and you'll get results. 


A new book based on personal interviews with men 
who buy construction equipment, supplies and ma- 
terials will soon be off the press. Write for your 


copy now. The supply is limited. 

















a“ 


Dad, is that man a 5th columnist? 


No, Son, the guard says he is a man selling magazine 
subscriptions. He wanted to get into our factory. 


Why can’t be get in, Dad? 

Well, Son, he hasn’t any badge. 

If you didn’t have your badge, Dad, couldn’t you get in? 
Certainly not, everyone must get special permission from 
the Government. 

How did you get your badge, Dad? 


It’s a long story. But I think it’s mostly because I am 
president of the company. 





New steel swings up, new stacks rise, new men take new 
positions as American industry gears for defense. When 
the president of the company must show a badge, what kind 
of “coverage” can the subscription salesman obtain? 

Again the Mill & Factory Method wins . . . for distribu- 
tors’ salesmen, as an essential part of the organization, get 


into these plants, do business daily, twice weekly or weekly 
with the men who actually specify or buy. And from them 
to Mill & Factory go the subscriptions of buying and spec- 
ifying authorities, regardless of title. 

Thus Mill & Factory assures you positive coverage of key 
men in important defense-order plants, just as the Mili & 
Factory Method has always covered key men in every impor- 
tant industrial plant, North, East, South and West. It’s a 
big fact to consider on your 741 schedules. Conover-Mast 
Corporation, 205 East 42nd Street, New York Cy; 
333 No. Michigan Avenue, Chicago; Leader Bldg., Clevel: 1d. 








